Advertising Age 


Lutcred as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1953, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING. 


Seattle Strike Leads to Disclosure 
of ANPA Members Insurance Pact 


But Insurance Men and 
ANPA Officials Decline 

to Talk About Details 
SEATTLE, Aug. 28—A story cir- 


culating here during the 6-week- 
old strike-suspension of the Seat- 


tle Times (AA, Aug. 3) concerns | 


a nationwide system of “suspension 
insurance” handled by the Ameri- 
can Newspaper Publishers Assn. 

Pacific Northwest Underwriter, 
which broke the story in this area, 
quoted Charles Lindeman, pub- 
lisher of the Seattle Post-Intelli- 
gencer, as the source for a state- 
ment that the P-I, the Times and a 
large number of daily newspapers 
in the U. S. are joined in an insur- 
ance fund aimed at keeping strike- 
bound publishers solvent. 


s “Deposits made into the strike 
pool by members have created a 
fund reportedly in excess of $3,- 
000,000 for which each subscriber | 
is entitled to draw benefits accord- | 
ing to his contribution, up to speci- 
fic limitations,” the insurance pa-_ 
per reported. | 

After those limits are passed, it 
continued, Lloyd’s of London and, 
some American insurers step in to. 
help the strike-bound paper with | 


of America. 


The ANPA plan here is arranged , 


‘by Dooly & Co., prominent Port- 


land insurance broker. It has been | 


in existence for years (reportedly 
‘since 1939) and its benefits are 
'open to any paper that is a mem- 
|ber of ANPA. 
| The Underwriter also reported 
certain limiting provisions of the 
'extremely hush-hush ANPA plan: 
1. The plan does not go into ef- 
‘fect for a week after a strike hits. 
For the first seven days, the af- 
flicted paper stands its own losses. 
2. The amount of 
available varies from paper to pa- 


| 


|per. Its limits are decided by an- 


| ANPA committee. 


3. Under the insurance agree- | 
ment, the newspaper must agree | 


‘to arbitrate its labor difficulties, 
and must also abide by all of its 
| labor contracts in order to keep its 


| coverage. This “throw-out clause,” 
|says the insurance paper, is de- 
‘signed “to obviate boycotts and 
unfair contract procedures with 


labor.” 


s In checking on the Underwriter 
story, ADVERTISING AGE came upon 
this fact first of all: the whole 
thing is highly confidential. 
Though it was confirmed that 


coverage | 


] 
| 
| 


| 


| 


| 
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| 

BEFORE, AFTER—At left is a present-day Quaker Oats Co. cereal carton. At right 

is a brand-new “merchandising first’’—the |uminous package. Printed with fluorescent 

ink, it can be made to glow like the northern aurora when a tube of “black light’ 
is turned on it. Quaker says it spent four years developing the new package. 
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Puerto Rico Rum 


Account Goes to 
Hewitt, Ogilvy 


Turner & Dyson Out as 
Trade Rum-blings Hit at 
Too Much Magazine Space 


New York, Aug. 27—About two 
years after the Puerto Rico Rum 
Institute caused a gasp from con- 
servative advertising and agency 
men by plumping its “million- 
dollar” account down into little 
Turner & Dyson, the account this 
week moved again. 

The new agency, as of Nov. 1, is 
Hewitt, Ogilvy, Benson & Mather. 

Actually, the account spends 
about $500,000 in commissionable 
media. In 1952, $34,575 was spent 
in newspapers, $471,037 in maga- 
zines. Of the $471,037, a total of 
$448,780 was spent in Life. 


Cuicaco, Aug. 25—Vending ma-| 
hi tors dict that E - 8 Th bli i 95 
ET RE | “ine coereiars geatint Set Have, Shims yore entinns te tae 
May Be Promoted 
. = 
on Wider Basis 


goods through coin-operated de- eight states account for more than 
vices won't catch on in the U. S. 60% of total U. S. rum consumption 
for some time—if ever. | (2,579,109 gals. in 1952)—was op- 

Speakers at the National Auto- posed to the bulking of PRRI 
matic Merchandising Assn. con- spending in magazines. Magazines 
vention and trade show here continued to be the favored medi- 


agreed this week that the industry um in the Turner & Dyson tenure - 


three different layers of “excess such a plan does exist, none of the 
insurance.” One of the American Principals involved was willing to 
firms handling the insurance in talk about it further, and no one 


this area is General Insurance Co, | (Continued on Page 57) 


Reimers Claims Tax Exemption to Cover 
‘Debt’ Paid to Obtain ANPA Recognition 


New York, Aug. 27-—When an|ANPA member papers at the time 
agency makes a payment it thinks| the older agency had gone into 
is necessary to help it obtain rec- bankruptcy. Arrangements were 
ognition from a major publishers’|made by the new agency to pay 
association, is it justified in claim- this sum, following which notice of 


New Industry Promotion 
Arm May Be Formed; 
Rayon Ad Plans Told 


New York, Aug. 27—A move- 
ment is under way in the textile | 
field to coordinate promotion of 
man-made fibers on an industry-| 
wide basis. 

While few executives are willing | 


to be quoted, AA has learned au-|olate or coffee. The machine is Islands rum was doin 
thoritatively that leading textile| notable in that it turns out drinks as well, 


will concentrate on extending cur-| 
rent operations, especially “auto- | 
matic cafeteria” service in fac-. 
tories. | 

Many of the 129 exhibitors are 
showing vending machines de-| 
signed for this purpose. There are. 
machines to serve cold sandwiches, 
fruit juices, hot coffee and pastry. | 
Shown for the first time is one de-| 


| vice which at the drop of a dime. 


hands out a cup of hot soup, choc- | 


—and the rumblings continued. 

Rum imports have fared reason- 
ably well. The year 1948 was a bad 
one, with Puerto Rican rum im- 
ports sliding to 526,250 tax gallons. 
In 1949, the amount doubled to 1,- 
107,301; in 1950 it was 1,332,443; 
in 1951, 1,596,487, and in 1952, 1,- 
467,421. 


. There had been criticism in the 
importing industry that Virgin 
g very nearly 
proportionately—without 


manufacturers specializing in man-| from specially prepared half-inch | promotion—as Puerto Rican rum 


ing such cost as tax deductible? 

Carl Reimers Co. says “yes”; the 
government says “no.” 

This is the question that the sec- 
ond circuit of the U. S. court of ap- 
peals will be called upon to resolve 
during the term soon to open. 

It all began back in 1946 when 
Mr. Reimers and his wife formed 
the present corporation. According 
to the record of testimony taken at 
a hearing June 2, 1952, before the 
tax court of the U. S., the agency 
sought recognition from the Amer- 
ican Newspaper Publishers Assn. 
and the Publishers Assn. of New 
York City, about six months after 
going into business. 


= Mr. Reimers, it developed, had 
been a 51% stockholder in Reim- 
ers, Whitehall & Sherman, an agen- 


cy which had been forced into| 


bankruptcy as far back as 1933. 
Following his request for recogni- 
tion for the present organization, 
he testified, he received a letter 
from ANPA, which said in part: 

“We are also interested in learn- 
ing what steps, if any, will be 
taken towards taking care of the 
accounts which appear on the rec- 
ords against your agency.” Dis- 
cussion, and examination of the 
association’s records, indicated that 
the sum of $4,590.83 represented 
51% of the amount owed to 


' recognition was received from both 
-ANPA and PANYC. 


# In filing its income tax return 
for that fiscal year, Carl Reimers 
Co. listed the $4,590.83 as a tax de- 
ductible expense which had to be 
paid in the “ordinary and neces- 
sary course of its business.” The 
claim was disallowed by the com- 
missioner of internal revenue. Ap- 
peal to the tax court followed. 

Although the full court was con- 
vened for the hearing and sup- 
ported Mr. Reimers’ position by a 
3-2 verdict, the presiding judge, 
Arnold Raum, issued a decision in 
favor of the government’s claim. 
He is not bound to accept the judg- 
ment of his colleagues and may 
merely consider their opinions as 
advisory. 

Robert Lee Henry, attorney for 
|the Reimers organization, pointed 
| out to ADVERTISING AGE that the to- 
| tal tax payment involved on the 


| than $1,000, which is “far less than 
ithe costs of handling the case,” 


but that in his opinion the prin-' 


‘cipal involved is so basic that it 


‘will be fought “all the way. 


through” if necessary. 


_@ Testimony at the hearing indi- 


‘cated that Mr. Reimers was not 


(Continued on Page 4) 


‘amount under discussion is less} 


made fibers, chemical companies, | balls of concentrates. | 

weavers, dyers, pulp mills and Other machines sell products) 

others in the field are convinced|such as razor blades, perfume | 

that promotion of man-made fib-| sprays and magazines, not usually | 

ers needs a shot in the arm and in- ‘associated with vending operations. | 

dustry-wide support if synthetic One of the newest coin operated | 
(Continued on Page 53) 


(Continued on Page 8) 


Last Minute News Flashes 
FCC Approves Mutual's Network Affiliation Plan 


New York, Aug. 28—The Federal Communications Commission has 
approved Mutual Broadcasting System’s “revolutionary” new network 
affiliation plan (AA, Aug. 17), with some changes. Mutual reports that 
a majority of its “pay” affiliates have approved the plan and it will go 
into operation Oct. 1. 


Courtaulds Appoints Lewin, Williams & Saylor 

New York, Aug. 28—Courtaulds Inc., American subsidiary of Cour- 
taulds Ltd., English textile organization, has appointed Lewin, Williams 
& Saylor as its agency, effective Sept. 1. The company now produces 
“spun-dyed” rayon staple and white viscose rayon staple fiber in its 
new plant in Mobile. Advertising plans have not yet been announced. 


General Foods Buys CBS Show for Cereal Product 


New York, Aug. 28—General Foods Corp. will sign with Columbia 
Broadcasting System shortly to sponsor “Gunsmoke,” starting Satur- 
day, Oct. 3, over CBS Radio, 8-8:25 p.m., EDT. An unnamed cereal 
product will be advertised. Foote, Cone & Belding is the agency. 


Barnes Leaves Bristol-Myers for ‘Newsweek’ 

New York, Aug. 28—George V. Barnes, former European division 
manager for Bristol-Myers International, has been named to the new 
post of manager of Newsweek’s international editions. He will be lo- 
cated here. 


(Additional Neus Flashes on Page 57) 


with its five-year advertising cam- 
paign. That is no longer true. 
Virgin Islands rum also hit bot- 
tom in 1948, with 136,390 tax gals. 
imported. In 1949, it reached 457,- 
286; in 1950, 627,792 (or nearly 
half the imports from Puerto Rico) 
—but this was its zenith. In 1951, 
imports fell to 402,544 gals., and in 
1952, to 295,091—or about 21% of 


° (Continued on Page 53) 


New .22 and Calvert 
Make a Big Week for 


Marlin’s Mr. Kenna 


New York, Aug. 26—This is a 
big week for Roger Kenna, presi- 
dent of Marlin Firearms. His com- 
pany announces a_ revolutionary 
new .22 rifle barrel, and he is 
named a Man of Distinction. 

The new “Micro-Groove” barrel 
is supposed to improve accuracy 
about 20%, thanks to more riflings. 
The improvement will be available 
in the Marlin 89-C semi-automatic 
clip fed rifle handling .22 calibre 
long cartridges only. Later all Mar- 
lin .22s will be so equipped. 

Mr. Kenna, who started as Mar- 
lin’s first razor blade salesman, 
was picked by Calvert Distillers 
as itc Man of Distinction for Octo- 
ber. 
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General Is Tops as Publisher... 


‘Reader's Digest’ Under Thompson 
Goes Over Big in France, Germany 


‘Selection,’ ‘Das Beste’ 
Have Salutary Effect on 
Rates and Circulations 


PARIS, FRANCE, Aug. 26—The 
most spectacular publishing suc- 
cess in postwar Europe has been 
recorded by a man with a great 
military record but no previous 
experience in the publishing busi- 
ness. 

He is Paul W. Thompson, gen- 
eral manager of Selection du Read- 
er’s Digest and Das Beste aus 
Reader’s Digest, the French and 
German editions, respectively, of 


Kaye-Halbert TV 
Dealerships Cut, 
500 to 100 in L. A. 


CULVER City, CAL., Aug. 25— 
Kaye-Halbert Television 
has a new franchise dealer plan 
well under way and will complete 
it soon. 

The new plan calls for rigid 
maintenance of a fair trade price, | 
and a substantial reduction of the | 
number of dealers carrying the | 
Kaye-Halbert line in each market- | 
ing area. Company officials said 
the new plan was adopted because | 
it should help keep dealers out of 
troubles such as those of 1947 and 
1949, when many dealers failed. 
It is believed current industry 
sales may lead to a similar situa- 
tion a few months ahead. 

A fair trade price is expected to 
eliminate the merry-go-round of 
dealers following each other in) 
price cutting, thus contributing | 
further to basic problems that | 
started such practices. The new) 


| 


Corp. | 


the well-known American publi- 
ication. The fact that Selection has 
the largest advertising revenue of 


any French magazine, after having | 
been in business for only six years, | 
is an indication of the job which | 


has been done. 


s Mr. Thompson retired from the 


U. S. Army in 1946 after a bril-| 


liant career. Born in Alliance, 
Neb., in 1906, he graduated at West 
Point in 1929, and by the time of 
the Normandy invasion of France 
in 1944 he was a brigadier-general 
of engineers, one of the youngest 
men ever to have achieved that 
rank. He led his brigade in the 
Omaha Beach landing, and was se- 
verely wounded early in the 
assault. After his recovery he was 
attached to the staff of Gen. 
| Dwight D. Eisenhower, and at the 
‘end of the war was put in charge 
of the information and educational 
activities of the Army. 

In this capacity he supervised 
|publication of Stars and Stripes, 
the semi-official daily newspaper 
for the armed forces abroad, and 
‘the operation of the radio net- 
work, AFN, which was composed 

(Continued on Page 54) 


BRAVE ADMAN~—A. E. Freeman (left), advertising and public relations director of 
Monarch Finer Foods, Chicago, looks doubtfully over his shoulder at a five-month- 
old lion cub who helped celebrate Monarch’s centennial. With him is Louis Klewer, 
director of the Toledo Zoo and outdoor editor of the Toledo Blade. The food com- 
pany presented the cub to the Lions’ International at the group’s annual convention. 


‘Light That Failed’ 


Wasn't Retitled 


to Suit Westinghouse, McCann Insists 


New York, Aug. 25—McCann- 
Erickson and CBS today shed a 
little light on that story about “The 
Light That Failed.” 

The New York Times reported 
that a TV dramatization last night | 


California Figs Will 
Get Doubled Budget 


FRESNO, CAL., Aug. 25—The Cali- 


of the Kipling classic was re-titled | f0Pmia Fig Advisory Board has ap- 
to “The Gathering Night” out of proved an advertising budget about 
deference to the Westinghouse | double that of last year, which was 
Electric Corp., sponsor of “Studio $100,000. The budget is based on a 


Simoniz Co. Plans 
Drive to Push New 
‘HiLite’ for Floors 


Cuicaco, Aug. 26—A new furni- 
ture polish called HiLite is the lat- 
est addition to the line of house- 
hold and automotive products man- | 
ufactured by Simoniz Co. here. | 

The product is claimed to be the. 
only liquid furniture polish avail- 
able in a dark color for dark fur- 
niture and a blond color for maple, | 


‘and a trouble light for motorists.” | 


One Summer Theater.” The closing 
commercial, said the Times, “indi- 
cated that expediency dictated a| 
title change. It plugged auto bulbs | 


Spokesmen for the agency and 
the network told AA the report 
was “completely inaccurate” and | 
“ridiculous.’”’ The CBS man said the| 


‘story was an adaptation of ‘the| 


Kipling novel and had been called | 
“The Gathering Night” from the 
very beginning. 

Kinsey’s Findings 

Will Be Discussed 


doubled assessment of $1.50 per 
ton each from growers and proces- 
sors, and is dependent upon the 
tonnage of this year’s crop. 

Details of the campaign will not 
be set until the crop is in and the 
full budget is known. However, 
present plans call for the use of 
full-color pages in magazines, and 
heavy use of television, radio, 
newspapers and grocery trade pub- 
lications. 


ew As in past years, the peak of 
the campaign will be in May, 1954, 
during the 6th annual Fig Festi- 
val. In this phase of the campaign, 


‘the American Dairy Assn. and na- 


policy is also based on a survey ine and other light woods. The 


tional and regional fig product 


which showed that 80% of Kaye- | 


Halbert’s volume has come from 
30% of its dealers. As a result, in 
Los Angeles, for example, the 
company has dropped nearly 400 
of its 500 dealers. 


s Although the dealer plan is be-| 


ing pushed nationally, the com- 
pany’s advertising will be confined 
to the 11 western states where it 
is strongest. Outside this area all 
advertising will be co-op. 

In the West, Sunset Magazine 


will carry a full-page, two-color | 
ad in October, and a two-column, | 
two-color insertion in November. | 


The new policy of “purchase pro- 
tection” will 


in two ads during the second week 
of September. Radio spots will be 
used in other major western cit- 
ies. Advertising beyond the sched- 
ule revealed will be based on sales 
and market conditions. 


Seek Quick Shreveport TV 


Three Shreveport groups com- 
peting for Channel 12 in Shreve- 
port, La., have formed a temporary 
corporation to seek a Shreveport 
television station aS soon as possi- 
ble. When the FCC gives final ap- 
proval for one of the three groups 
to operate on the channel, that 
member will purchase the interests 
of the other two. The three groups, 
combining to form Interim Tele- 
vision Corp., are Southland Tele- 
vision Co., KRMD, Shreveport ra- 
dio station, and Shreveport Tele- 
vision Co. 


William Stuhler Joins SSC&B 


William R. Stuhler, formerly a) 


partner and v.p. of Price, Robinson 
& Frank, is joining Sullivan, 
Stauffer, Colwell & Bayles, New 
York, as an executive in the TV- 
radio department, effective Sept. 8. 
He will be in charge of all talent 
and new programs for the agency. 


be announced in| 
newspapers in Los Angeles, San | 
Francisco, San Diego and Seattle, | 
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‘company also claims that HiLite 
|“heals” furniture scratches, gives 
| erystal bright shine that lasts about 
| three months and is easy to apply, 


| needing no rubbing. 


. “The Big Story” and the “Kate, 
Smith Show” are being used to. 


! 


demonstrate the merits of the prod- 


‘uct and newspaper ads will be 


/used in non-TV areas. Display ma-_| 


| Johnson Boosted to PR Head 


| terial has been designed to explain 
'the HiLite story at point of sale. 


| Tatham-Laird, Chicago, handles West Coast division of Martin-Se- 


| nour Co., paint manufacturer with | 
/headquarters in Chicago, has been 
| promoted to the new post of prod- 
‘uct promotion and public rela- 


' the account. 


Cadie Names Tracy, Kent 


Cadie Chemical Products Inc., 
New York manufacturer of polish- 
ing cloths, has appointed Tracy, 
Kent & Co., New York, to handle 
\its advertising. Previously, Will 
| Burgess & Co., New York, had the 
account. 


Patenaude Joins Lavenson 


Joseph A. Patenaude has been 
appointed account executive with 
Lavenson Bureau of Advertising, 
Philadelphia. He was formerly in 
the contact department of Al Paul 
Lefton Co., Philadelphia. 


at N. Y. Ad Forum 


New York, Aug. 25—Should sci- 
entific sex be used to sell goods 
and publications today? That’s a 
question to be debated here Sept. 
30 in a session devoted to an ex- 
amination of the question, “Will 
Kinsey’s New Report Revolution- 
ize Marketing?” 

Hampton Studios, which will 
sponsor the session at the Willkie 
Freedom House, 20 W. 40th St.,| 
has announced that marketing, art | 
and copy executives will represent 
advertising and publication points 
of view. 

In promoting the meeting, 
Hampton said that ‘“Kinsey’s re- 
port overthrows the theory that 
women between 17 and 25 are most 
concerned about sex and so buy 
most of the cosmetics, clothes and 
glamor-producing products. Kin-| 


bakers will cooperate by featur-| 


ing fig cookies with milk and ice 
cream in their advertising. The 
fig board’s budget for Fig Festi- 
val will exceed $100,000. 

An added phase of the campaign 
calls for promotion to increase the 
consumption of figs through new 
bakery products and in the form 
of fig juice. Fig juice, introduced 
on the Southern California market 
two years ago, has gone well and 
will now be introduced in eastern 
and midwestern markets. 

Advertising and merchandising 
assistance will be provided to com- 
panies entering this field by the 
board’s agency, Elwood J. Robin- 
son & Co., Los Angeles. 
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David Karr, Once 
M cCarthy Target, 


Leaves Weintraub 


New York, Aug. 25—David 
Karr, the only v.p. in charge of 
public relations ever employed by 
/ William H. Weintraub & Co., was 
in Nantucket today after resigning 
fromthe agency. 

Mr. Karr, who spent about five 
years with Weintraub, told AA the 
separation was “all very amicable”’ 
and that there were “no squabbles, 
no forensics, no fireworks.” He 
said he’d announce his plans after 
Labor Day. 

Mr. Weintraub said there was 
“nothing unfriendly” in the move, 
adding that no one will replace Mr. 
Karr in the post ef public relations 
v.p. He said he understood Mr. 
Karr was going into business for 
himself. 


® Long associated with commenta- 
|tor Drew Pearson, Mr. Karr was 
| something of a controversial figure 
| at the end of 1950, when Sen. Mc- 
Carthy called him a Communist 
party member and onetime con- 
tributor to the Daily Worker. The 
senator also said Mr. Pearson was 
the “voice of international commu- 
nism.” 

Mr. Karr called Sen. McCarthy’s 
statements ‘“‘muddy lies” intended 
to “stifle the voice of Drew Pear- 
son.” He called the senator a “liar” 
and a “cannibal of reputations” 
while challenging him to repeat 
the charges “off the Senate floor 
and face a libel suit.” 

About the same time, Adam Hat 
Stores Inc. announced that it 
would not renew or extend Mr. 
Pearson’s broadcast contract. 
Adam said its decision antedated 
the McCarthy charges and was 
purely an advertising media move. 
Pearson is now sold independent- 
ly to local advertisers. 

Mr. Karr, a onetime legman for 
Pearson, has been acting in the ca- 
pacity of business manager for the 
Pearson “Newsletter,” which came 
out the first of this year. 


Gets Wipex Co. Account 


Toledo Advertising Agency, To- 
ledo, has been named to handle 
advertising and public relations for 
Wipex Co. of Ohio, Toledo, which 
has developed an all-cotton dis- 
posable wiping towel for industrial 
use. Initial sales promotion and ad- 
vertising in newspapers and trade 
publications just completed in 
northern Ohio will be followed by 
yy national campaign. 

‘Selby & Associates Joins 4A‘s 


Robert B. Selby & Associates, 
| San Francisco, which is completing 
|its first year in operation under its 
| present name, has been elected a 
|member of the American Assn. of 
' Advertising Agencies. 


Stanley Succeeds Hamm at Traffic Service 


Cuicaco, Aug. 26—Emil G. Stan- 


printing from Carnegie Institute 


sey’s report contradicts this, states jey, executive v.p. and secretary of Technology and worked with 


women of 26 sexually wake up and 

remain flaming through their 50’s. 

Are advertising publishers missing 

the boat by not hitting the not-so- | 
young women as their biggest mar- 

ket?” 


Harold Johnson, manager of the 


tions manager. A. C. Furtwangler, 
merchandising manager, has been 
promoted to sales manager of the 
North-Central division. 


Rhodes Named Selby A. E. 
Jay B. Rhodes Jr. has joined 


Robert B. Selby & Associates, San 


Francisco, as an account executive. 
He will specialize in food mer- 
chandising and promotion, having 
been associated with the food and 
grocery business on the Pacific 


'Coast for many years. 


| week to become 


of Traffic Service Corp., has been 
elected president and treasurer of 
the publishing 
company. He 
succeeds E. F. 
Hamm Jr., who 
resigned last 


first managing 
director of the 
Interstate Com- 
merce Commis- 
sion (AA, Aug. 
24). 

Traffic Service 
Corp. publishes 
Traffic World in Washington and 
has several subsidiaries, one pub- 
lishing Transportation Supply 
News here and others operating 
traffic schools in New York, Phila- 
delphia and Chicago. Mr. Stanley 
also succeeds Mr. Hamm as pres- 
ident and treasurer of the subsid- 
iaries. His headquarters will re- 
main in Chicago. 


Emil Stanley 


Inland Printer and National Pe- 
troleum News before joining Traf- 
fic Service in 1938. He became 
advertising director in 1941, v.p. 
_and secretary in 1945 and execu- 
tive v.p. in 1951. He is a director 
of the Chicago Federated Adver- 
tising Club and a former president 
of the Chicago Business Papers 
Assn. 

Other officers of the company 
include Stanley H. Smith and C. 
B. Clark, v.p.s; Robert J. Bayer, 
assistant to the president, and 
Eleanor E. Kohnke, secretary. 


Freeman Group Joins ABP 


The nine business publications 
published by Miller Freeman Pub- 
lications Inc., New York, have 
joined Associated Business Publi- 
cations. They are The Log, The 
Lumberman, Pacific Fisherman, 
Pacific Laundry & Cleaning Jour- 
nal, Pacific Work Boat, Mining 
Baker and Western Canner & 
World, Pulp & Paper, Western 


Mr. Stanley has a degree in| Packer. 
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A Business Paper Success Story... 


Clever Cartoons and a Catchy Slogan 
Have Boosted Sales of Hager Hinges 


By William T. Gangle back to 1947. It was then — 

: Louis A. Hager, executive v.p., de- 

seep eaes, Aug, 25st wine cided that the company should’ ex 
family was vacationing in Florida, Plore the possibility of doing some 
he was introduced to his neighbor #4vertising in an attempt to cap- 
in the next cabana. The neighbor, tUT€ More customers for the com- 
upon hearing the name Hager, |P@y’s 3,000 different types and 
said, “Not the Hager everything styles of hinges. Louis Hager con- 
hinges on?” 'tacted two local ad agencies, but 
This is not an unusual greeting | Neither one wanted his account. 


: ‘The reasons they gave could be 
for the Hagers of St. Louis. For the pooner up in one sentence: What 


past six years, C. Hager & Sons | could be said about hinges that 
Hinge Mfg. Co. has been using 4 hadn't already been said in almost 
every printable form? 

An executive at one of the re- 
luctant agencies advised Louis Ha- 
ger to talk to Josephus M. Todd 

_.Jr., who might be able to help him 
2 | with his problem. Mr. Hager did, 
| and Josephus Todd’s recommenda- 
| tions resulted in a complete reor- 
S | ganization of the company’s sales 
‘and advertising programs. 
} 


. In making his recommendations, 


{ Bide ~~ a 


Every day America: familie: 

eat over a million more bo»,\; 
of “Cream of Whes" ~ q 
any other hot whes: th 


EVERY DAY—D. F. Bull, president of Cream of Wheat Corp., beams happily over 

the new copy theme for the hot cereal with Jack Cornelius, executive v.p. of Bat- 

ten, Barton, Durstine & Osborn, the Cream of Wheat agency. A four-color page in 

The Saturday Evening Post and Woman's Home Companion will lead off fall adver- 

tising for the company, followed by Li'l Abner ods in 12 publications. Cream of 

Wheat will also be plugged over a new radio show, “Theater of Today,’ on CBS 
this fall. 


Brand Preferences of Negroes and Whites 
Varies Greatly in Washington, Study Shows 


WasHINGTON, Aug. 26—The av- rolets, Plymouths and Fords; the 


"He's looking for a way to send Back 
the empty glasses now that 


| | 
| UERYTHING HINGES ON HACER." 


slogan, a cartoon advertising series 
and a fresh approach to the prob- 
lem of selling hinges. As a result, 
the company has the No. 2 spot in 
the industry and has familiarized 
numerous people with its slogan, 
“Everything Hinges on Hager.” 


= The new sales policy of the 104- 
year old hinge manufacturer dates 


|'Mr. Todd—who is now president 
‘of Warner, Schulenburg, Todd & 
| Associates, 


Hager’s agency—rea- 
soned as follows: 

Hager had been in business al- 
most 99 years and had an excel- 
lent reputation for producing qual- 
ity products. As a result, the com- 
pany’s immediate customers, the 


/|seasoned hardware jobbers, al- 


ready knew just about all there is 
to know about the products. 
What Hager needed, Mr. Todd 
decided, was an advertising pro- 
gram that would build a character 
and a personality for Hager hinges 
among the men who bought from 
the already-indoctrinated jobber— 
the individual hardware dealers. 


s This presented a problem. Many 
of the country’s hardware dealers, 
(Continued on Page 59) 


Shulton Lines Get a Lot of Scheduling 


New York, Aug. 25—Fall adver- 
tising of Shulton Inc., manufactur- 
er of toiletries and shaving req- 


uisites, will break next month in. 


magazines, newspapers and on ra- 
dio and television. 

Initial advertising on Old Spice 
smocth shave will be b&w ads in 
Life (Sept. 21) and The Saturday 
Evening Post (Sept. 19) to contin- 
ue through November; variable 
space insertions for two weeks 
starting Oct. 28 in 99 newspapers 
in 81 major markets, and radio 
and TV spots on a variable sched- 
ule in about 30 markets during 
September, October and Novem- 
ber. 

Old Spice stick deodorant, in- 
troduced in the spring, will re- 
ceive support through radio and 
TV spots all fall. 


s Increased schedules September 
through December will be used in 
ten national publications for Old 
Spice men’s line, after-shave lo- 
tions and shave creams. Publica- 
tions include Argosy, Christian 
Science Monitor, Esquire, Look, 
The New Yorker, Parade, The Sat- 
urday Evening Post, Time, This 
Week Magazine and True. Radio 
and TV spots will be used on a 
variable schedule in 30 to 60 mar- 
kets. 

Desert Flower hand and body 
lotion, a new treatment product, 


will have the largest fall promo-| 


tion, and will be featured by a 
TV spot campaign September 


through November in virtually all 
major markets. In addition, full- 
color pages will be used in Novem- 
ber issues of Better Homes & Gar- 
dens, Charm, Ladies’ Home Jour- 
nal, 
Yorker, 


McCall’s (Oct.), The New 
Redbook, and Today’s 


Woman, plus a national newspaper 
campaign from Nov. 1 to 17 in 98 
newspapers in 81 market areas. 


s All of the company’s products 
will receive extra advertising pro- 
motion for the Christmas season. 
Full-color pages will be used in 
December issues of 16 magazines 
and in Sunday newspaper supple- 
ments in 83 cities. 

Magazines include Charm, Coun- 
try Gentleman, Dell Modern Group 
(Modern Romances, Modern 
Screen, Screen Romances), Es- 
quire, Ladies’ Home Journal, Life, 
Look, McCall’s, The Saturday Eve- 
ning Post, Screenland Unit 
(Screenland, Silver Screen, True 
Life Stories), Today’s Woman and 
Woman’s Day. 

Sunday newspaper magazine 
supplements include This Week, 
Parade, First Three Markets 
Group (New York Daily News, 
Chicago Tribune, Philadelphia In- 
quirer), and ten local Sunday 
newspaper magazine supplements: 
Atlanta Journal-Constitution, Buf- 
falo Courier-Express, Davenport 
Democrat Times, Denver Post, Ok- 
lahoma City Oklahoman, 


Tacoma News Tribune, 
Blade and Tulsa World. 


Toledo 


/used exclusively for men’s gift 
sets, while TV Christmas gift-ap- 
peal commercials will be telecast 
for two of the women’s lines com- 
bining Friendship’s Garden and 
Desert Flower, and another set of 
spots will be used for Old Spice 
for men. These are all scheduled 
to run four weeks before Christ- 
mas. 

| Wesley Associates is the agency. 


Oma- | 
ha World-Herald, Seattle Times, 


s Radio spot commercials will be | 


erage Negro in this city buys heav- 
ier cars than white people buy. 
Negroes consume more aspirin, 
cold remedies, beer, bread, hot 
cereals, tea, rice and evaporated 
milk. They use more toothpaste 
and tooth powder. They buy more 
pancake and waffle mix than 
whites do, but less cake and pie 
crust mix. 

These are some of the findings 
the Washington Afro-American re- 
leased this week in reporting a 
survey conducted in April by Fact 
Finders Associates. The study 
covered 525 Negro families, se- 
lected from among the newspaper’s 
readers, and an equal number of 
white families. The two groups of 
families were comparable in terms 
of rental paid for or value of their 
homes. Interviewers found the 
Negro families to average 4.3 per- 
sons, compared with 3.4 for white 
families. 


® Two out of five Negro families 
interviewed owned a car, against 
54.7% by white families. The white 
families owned many more Chev- 


- 


Negroes owned more Dodges, Mer- 
curys, Chryslers and Cadillacs. 
Negroes owned slightly more ra- 
dios, whites slightly more TV sets. 
There was a wide difference in 
preference for brands. 

Despite their larger size, each 
Negro family spent somewhat less 
for groceries than white families, 
interviewers found. Both groups 
seemed to buy about the same 
amounts of cold cereals, but the 
Negroes show much greater pref- 
erence for Kellogg brands. Quaker 
hot cereals were most preferred by 
both groups, but Negroes eat far 
more of these—especially of grits. 


s Three-fourths of both groups 
buy cigarets, with strong brand 
differences. Negroes here buy 
more Philip Morrises and Camels 
than other brands; among whites, 
Camels, Chesterfields, Pall Malls 
and Lucky Strikes come in ahead 
of Philip Morris. 

Other findings show both groups 
buy about the same amounts of 
coffee (regular or instant), flour, 
and soaps and detergents. 


Airlines Increase 
TV Spot Use: Petry 


New York, Aug. 26—Edward 
Petry & Co. this week released a 
special study covering 1'« use of 
spot TV by major airlines in the 
U. S. 

The survey points up the in- 


creased use of spot television by 


airlines, with the nurnicr of air- 
line advertisers haviny increased 
from five in 1950 to |’ as of the 
second quarter of 195°. [he origi- 
nal five sponsors are ‘||| in the 
list. 

® The Petry preser' ‘ion, de-) 
signed to show non-' in the) 
industry what TV « do for| 
them, gives detailed kdowns | 
of how each compa! used | 
video and where over past two 


and a half years. 
The presentation is based on 
data from the reports of N. C. 


|Rorabaugh Co. 


Thuman Boosted to WSAI S. M. 


Tom Thuman, account executive, 
has been promoted to local sales 
manager for WSAI and WSAI-FM, 
Cincinnati. He succeeds Robert 
Boulware, who has joined WLW, 
Cincinnati. 


New England AFA to Meet 


The New England district of the 
Advertising Federation of America 
will hold its annual convention in 
the Hotel Taft, New Haven, Conn., 
Oct. 31 through Nov. 2. 


WTOB Boosts Brunt to S. M. 

Charles W. Brunt of the sales 
staff of WTOB, Winston-Salem, 
has been promoted to sales man- 
ager. 


for fresh k.. 


ee 4 % 
BUY Salad Time Tome 


STRONG LOCAL BRAND 
in only a few years has 
vegetabies to a commanc 
such outdoor posters as '' 


FALE 


W  TOSSEL 


SALAD - DICED VEGETABLES 


et Co., once just another Cincinnati commission house, 

its Salad Time brand of cellophane packaged fresh 
osition in Cincinnati, largely through constant use of - 
olor newspaper ads and radio spots are used, also. 


Strauchen & McKim is the agency. 


Research Abroad... 


Nielsen to Make 
Store Audits in 
Belgium Soon 


OxForD, ENGLAND, Aug. 25—The 
success of the operation of the A. 
C. Nielsen Co. in the store audit 
field in Holland has been so 
marked that the company is ex- 
panding this fall to Belgium and 
expects to move into Western 
Germany next year. 

Nielsen grocery and drug store 
audits in Holland are being used 
not only by leading international 
advertisers who are important 
Nielsen clients in the United States 
and the United Kingdom, but Dr. 
E. L. Lloyd, head of the British 
company, said that a number of 
leading Dutch manufacturers are 
now included among clients for the 
service in the Netherlands. 

Part of the work of processing 
field reports from Holland is han- 
dled at the Oxford headquarters, 
but the final reports are prepared 
in Amsterdam, where the Nielsen 
organization is rapidly expanding. 


JWT TO EXPAND PANEL 


PARIS, FRANCE, Aug. 25—The 
consumer panel which J. Walter 
Thompson Ce. Ltd. has been op- 
erating in Paris has proved so use- 
ful that the agency is planning to 
extend the panel to cover all of 
France. This development is sched- 
uled for 1954. 

Denys Scott, manager of the 
Paris office of JWT, said that sta- 
tistical difficulties in setting up 
the panel here have been over- 
come, and that panel findings have 
coincided with actual sales results 
of leading clients. Government 
Statistics are now seven years old, 
making it necessary to do consid- 
erable research to establish the 
correct base for the distribution 


of families in the various economic 
categories. 


Because of the small amount of 
marketing research now being 
conducted in France, the develop- 
ment of the JWT consumer panel 
Is expected to encourage work in 
this field among advertisers, agen- 
cies and media. 


RCA Tape Recorder 


Bows in September 


CAMDEN, N. J., Aug. 26—RCA 
Victor’s new push-button tape re- 
corder will bow early in Septem- 
ber. Space in Business Week and 
Time has been contracted for and 
additional magazines will be added 
before Christmas. The trade cam- 
paign is not yet complete. 

Magazine space will be sup- 
ported by cooperative newspaper 
advertising, spots on the Dennis 
Day show on NBC-TV when it re- 
sumes, and the Phil Harris-Alice 
Fay show on NBC radio. In addi- 
tion, the parent RCA company will 
give the tape recorder play in its 
institutional series of ads to run in 
28 magazines and Sunday supple- 
ments. 


# Theme of the consumer cam- 
|paign is “Easy to record, easy to 
| play, easiest to use.” For the trade, 
| this line is added: “Easiest to sell.” 
| The heaviest concentration of 
| promotional funds will be in dealer 
‘aids, including self-demonstrating 
| recorder with 3” tapes which deal- 
ers can give customers as memen- 
tos. 

The company also will use its 
large staff of service men and 
technicians in RCA Service Co. to 
distribute tape recorder literature 
in homes around the country. 

J. Walter Thompson Co. is the 
agency. 
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Reimers Claims Tax Exemption to Cover 
‘Debt’ Paid to Obtain ANPA Recognition 


(Continued from Page 1) 


personally liable for the older 
debt, and was under no legal ob- 
ligation to pay, but that he did so 
merely because he drew the infer- 
ence that failure to do so would 
hamper his efforts to obtain rec- 
ognition and thus have an effect 
on some $7,500 to $10,000 of an- 
nual income. 

Mr. Reimers’ position, Mr. Hen- 
ry explained, is based on the fact 
that a client existed who had au- 
thorized the agency to place ad- 
vertising for it in newspapers. This 
meant that the business existed 
“in hand” and that, in contrast to 
other cases which courts had pre- 


viously decided upon, the payment | 


awaiting the opening of the fall 
termi. 

A spokesman for ANPA, when 
reached by AA, declined to com- 
ment, saying only that this is a 


matter of court procedure in which | 


he did not care to become involved. 


Windsor Ad Club Elects 


William M. Hunter, advertising 
manager of the Windsor Daily 
Star, has been elected president of 
the Advertising & Sales Club of 
Windsor, Ont. 


KCTY Aftiliates with DuMont 
affiliated with the DuMont Tele- 


vision Network. The station has 
been on the air since June 6. 


in question was not made for the’ 


f obtaini i ». 
purpose of obtaining the business |Wadman Is Midwest Editor 


@ The taxc a ae | Bruce Wadman, graduated from 
e tax court’s decision was fi- stanford University recently, has 

nally handed down May 15 this peen named midwestern editor of 

year, and is currently on appeal, | Diesel Progress, Los Angeles. 


i 


| ROLAND R. POSTEL, a senior account 
executive in the Chicago office of the Bur- 


| eau of Advertising, ANPA, has been named 
KCTY, Kansas City, Mo., has | manager of the bureau’s new Detroit of- | 


fice. The new office in the Guardian Bldg. 

will be open Sept. 1. It will give major 

attention to automotive accounts and allied 

industries, and will cover Eastern Michigan 
and northern Ohio. 


KYA, San Francisco, Moves 
KYA, San Francisco, has moved 
\its offices to the Fairmont Hotel. 


1,310,000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 
REGISTER 


68.4% Coverage of a Statewide market... 
(all lowa people 15 years of age and older) 


. . « as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New 
York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an “A” schedule Newspaper in an ‘‘A-1"’ market 


Advertising Age, August 31, 1953 


Highlights of the Week’s News 


Puerto Rico rum’s big account is moving to Hewitt, Ogilvy. The change 
comes on the heels of trade complaints that too much emphasis was 
placed on magazine space Se re Ce ee ee here Te 

Synthetic textiles appear to be coming up with a big promotion. No one 
is talking on the record, but many in the business feel an industry- 
wide drive is needed to compete with wool, linen and cotton. .Page 1 

General turns publisher and makes good. Paul Thompson wound up 
a military career with a brigadier’s star in 1946, moved to Reader’s 
Digest to direct French and German editions Page 2 

That light didn’t fail last week. McCann-Erickson denies that the title 
of Kipling’s “The Light That Failed” was changed for a telecast spon- 
sored by Westinghouse Page 2 

Nielsen to expand to Belgium and West Germany soon. Success of store 
audits in England have been so marked that grocery and drug store 
sales will be charted in these additional countries starting in fall in 
Belgium and next year in Germany Page 3 

| Negro brand preference varies greatly from that of whites in Washing- 
ton, a Fact Finders Associates study shows. Negroes prefer bigger 
cars, buy more pancake mix Page 3 

Hager hinges sales to cartoons. When the 104-year-old company decided 

| to expand sales of its hinges, it figured jobbers knew all about the 4 
line, so it concentrated on individual retailers, using ads by big-name 
cartoonists Page 3 

Do-it-yourself trend grows, despite lack of promotion by companies 

| Which should benefit through it. Now some have decided to forget 

| fears that relations with contractors would be threatened and cash in 

MINI 05 kleiner dg icgat eT ACN LON AROS OSA REE wARG 

| Alleged postal subsidies to magazine publishers are questioned inan AA 
editorial. The opinion is that it is the public, not publishers, that bene- 
fits through the distribution of information ................ 

In-store demonstrations are offered to national advertisers by a New 
York promotion firm. The deal includes publicity plus three-day 
SO WE Ti CODUTUIOEE GUOTOR: oid cece cee se eer icssaaweeseees 

| All-year turkey sales are increased by marketing of packages of ready- 

| to-cook fowl. This is one approach of the National Turkey Federation 

to boost sales to institutions Page 20 

| Beer drinkers like it at home, according to A. J. Wood research. The 

| firm found that cans or bottles are preferred to draft suds and 75% 

| of brew consumers drink it at home Page 22 

| Account swiping is frowned upon in France, where the law tends to 

freeze agency-client relationships. If an agency loses an account, the 
successor must pay a year’s commission as consolation ...... Page 32 

Elizabeth’s coronation has stimulated selling in Britain this year. Mag- 

| azine and newspaper advertising is 25% ahead of billings for the 

| same period in 1952 Page 39 

| Market research is increasing, both in dollar volume and scope. This is 
disclosed by an American Management Assn. report on operations of 
its member companies Page 41 


REGULAR FEATURES 


| Advertising Market Place ....48 
|Coming Conventions ........ 
| Creative Man’s Corner 
‘Department Store Sales 
Editorials 
_Employe Relations 
| Eye and Ear Dept. 
Getting Personal 

| Looking at Retail Ads 
Mail Order Clinic 
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84th in a series 


“«_..the HERALD TRIBUNE has 


produced tremendous results 
for all our price lines...” 


(and it’s the only newspaper used by this advertiser) 


The French Shop in Stamford, Conn... . successfully sells high-fashion to the suburbs. Two 
years ago, the French Shop’s steady growth through thirty years of sound merchandising 
was greatly accelerated by substantial two-column ads every Sunday exclusively in the 
Herald Tribune. .. each featuring one item priced from $29.95 to $125.00. This highly unusual 
campaign by a suburban specialty shop in a metropolitan newspaper has paid off handsomely 
... more solid evidence of the Herald Tribune’s potency in selling at a profit! 


BEDFORD STREET 
STAMFORD, CONN. PARIS, FRANCE MILANO, ITALY 


52 RUE RICHER 26 SAN MARCO 


August 6, 1953 
Mr. Arthur Spears 
New York Herald Tribune 
230 W. 4lst Street 
New York 36, N.Y. 


Dear Mr. Spears: 


I can't begin to tell you how pleased we are with our 
advertising in the Herald Tribune, As Women's Wear 
Daily reported, our ads have run exclusively in your 
Sunday edition for more than two years. They've done 
an amazingly successful selling job, and the response 
of your readers has made us feel that we are located 
in a busy fashion center. Not only do we get 
customers from the immediate area of Stamford, but we 
also receive a great number of mail and phone orders. 
(This despite the fact that our ads say: "No mail 

or phone,") 


You'll be interested to know that the Herald Tribune 
has produced tremendous results for all our price 
lines. It sells everything from costume jewelry to 
Paris originals. ; 


We have used the Herald Tribune exclusively from the 
very first. The fact that after two years we still 
use it on an exclusive basis, should tell you how 
much of our selling success we attribute to the 
Herald Tribune readers, 


Sincerely, 


CdD Hardt 


(Mra.) Ethel Hart 


Herald 


QUALITY BUYS QUANTITY! : 
..» AT ALL PRICE LEY LS! 
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The store is the French Shop, 
a familiar name for more than two 
decades to fashionable women in 
southern Connecticut and nearby 
Westchester County, N. Y. Guided 
from infancy by Mrs. Ethel Hart, 
owner, it is a business dedicated 
to fine appare). Through sound 
merchandising and promotion, it 
grew through the 30's and 40's, 


But the growth has been even 
more rapid‘in the past two years, 
through the consistent use of a 
substantial two-column advertise- 
ment each Sunday in the New 
York Herald Tribune. 

Such has been the success of the 
experiment, wherein the suburban 
shop is using a big-city ad media, 
that the French Shop is showing 
solid sales increases. The New York 
ads, which carry the selling slogan, 
“In Connecticut ... it’s the French 
Shop,” have accomplished what 
direct mail, transportation cards 
and local advertising could not, 
according to the owner. 

This form of advertising reached 
the many potential customers in 
the right income brackets who had 
not yet shopped the Stamford store. 

Each week one item is featured, 
usually anywhere from $29.95 to 
$125, with emphasis on best selling 
price lines in dresses, coats, suits 
and hats. The featured article is 
always sketched in a_ fastidious 
manner. Copy is brief but descrip- 


tive. 
Reaches Many in Area. 
e appeal has bee 


Reprinted by permission of Women’s Wear Daily, 
copyright 1953, Fairchild Publications, Inc. 
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Miami Agency Moves 


E. M. Eisfeld Advertising Man-. 
agement, Miami, has moved to} 
larger quarters in the Roper Bldg. | 
Mrs. Kay Whitehouse, previously | 
in the sales promotion department 
of the Miami Daily News, has 
joined the agency as media di- 
rector. 


Sillerman Leaves Ziv 


Michael M. Sillerman has’ re- 
signed as sales management ex- 
ecutive of Ziv Television Pro- 
grams Inc., New York. Following 
a trip to California he will an- 
nounce the formation of a new 
television film production and dis- 
tribution company. 


\ a a 
against 


~ Danish 
or ignore 


'tmy teacher says-- Ay 


Few statements are less debatable than 
those following ‘‘my teacher says.. .”’. 
Parents submissively listen when 


30,000,000 school kids introduce teach- 
er’s word into the lives of 10,000,000 
families with this simple phrase. 


You can utilize the tremendous in- 
fluence teachers innocently exert by 
placing your advertising message in 
State Teachers Magazines. Over 900,000 
subscribers absorb, from reading their 
own state teachers magazines, impres- 
sions that may eventually reach these 
millions of homes. 


You can use any or all 44 state pub- 
lications—at a surprisingly small cost. 
Full information is available from Miss 
Georgia C. Rawson, Executive vice- 
President, State Teachers Magazines, 
Inc., Dept. 8210, 307 N. Michigan Ave., 
Chicago 1, Iilinois. 


State TEACHERS 
Magazines 


New York, Aug. 27—This is a 
story about the rise of the simon- 
pure amateur, do-it-yourself mar- 
ket. It shows in the sales of power 
tools, of paint rollers, of the boom- 
ing rubber-based paint market, the 
zooming sales of wall and floor 
tile. 

It is a boom that grew in spite of 
some of the major companies in- 
terested in it. Companies that nor- 
mally might have been expected 
to greet this new Klondike with 
open arms backed away as if the 
money the jolly householders were 
spending were going out of style. 

Why? They were afraid it would 
jeopardize the relations with con- 
tractors built up over the years, 
and some of the companies are just 
now steeling themselves to start 
raking in the chips their custom- 


ers are shoving at them. 


BofA Induces More Advertisers 
to Cash In on Do-It-Yourself Trend 


' The Bureau of Advertising, 
ANPA, has been noticing the drift 
to do-it-yourself with considerable 
approval, and has whacked to- 
gether considerabie evidence of 
the strength of the tide. 


Several months ago. the BofA’ 
|calculated that the sales of lum-| 


'ber and building supplies alone to 
home handymen amounted to $2.7 
billion in 1952; in the same year, 
_paint and wallpaper sales to do-it- 
yourself customers hit $116,000,000, 
‘and power tool sales hit $80,000,- 
000. 

Further, in 1951, 60% of all wall- 
paper was self-appiied, 233,000,000 
sq. ft. of floor tile was self-applied 
in 1952, and 65% of all paint sold 
was bought and used by the han- 

/dyman. 


'g When paint manufacturers chal- 


The Southwest's Fastest Growing Farm Magazine is 


7q0d on the Kwa Kouta! 


Like the fabul 


rior R.F.D. coverage of the 


ous flying carpet of old, the supe- 
Farmer-Stockman 


whisks your advertising into a higher percent of 
rural homes than any other farm publication in 
the Southwest! 


In Texas, 


for example, 


the Farmer-Stockman 


leads with a high R.F.D. of 69%, as compared 


with the next 


emer tert 


highest of 53%. Likewise, in Okla- 


homa, the Farmer-Stockman leads 
69% R.F.D. coverage! 


with a high 


Here is circulation that reaches the farmer and 


rancher ... the kind of circulation 


you need for 


effective advertising in the rural Southwest. 

Next time, advertise in the Southwest’s Fastest . 
Growing Farm Magazine—and see what a big 
difference our R.F.D. “flying carpet” can make! 


403,384 SUBSCRIBER FAMILIES 


PONE 2454646400494 221,412 
Oklahoma ......... 123,734 
ha bs ad kod 95 24,315 
Arkansas ...... 20,565 


the Farmer-Stockman 


COMPLETELY NEW 
'5S3 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


' LOWER PAGE RATE 
HIGH READERSHIP 


STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 


Missouri ....+.- 4,772 
New Mexico ........ 4,529 
ee 4,057 

EE 5 45:4 60s 04% 403,384 


Serving the Rural Southwest for 42 Years 


OKLAHOMA CITY, 


OKLAHOMA @ DALLAS, 


TEXAS 


Affilicted with The Oklahoma Publishing Company—The Daily Oklahoman, Oklahoma City Times—WKY and WKY-TV 


Represented by THE KATZ AGENCY, INC. 


FOR DOODLERS—Simpson Electric Co., 
Chicago, got up this king-size doodle pad 
to distribute to Simpson customers. The 
17x22” pad leaves plenty of space for 
doodling and also includes pictures of 
| Simpson products and a list of Simpson 
representatives. Burton Browne Advertis- 
ing is the agency. 


lenged the truth of the last per- 
centage, the BofA went to the 
newspapers that conduct consumer 
analysis surveys. In six cities (Mil- 
waukee, Columbus, Fresno, Mo- 
desto, Sacramento and Salt Lake 
City) the percentage of respond- 
ents doing their own painting on 
the interior ranged from 87.2% 
in Milwaukee to 73.5% in Modes- 
to, and exterior painting was done 
by 66% in Sacramento and 47.3% 
in Columbus. 

The bureau figures that 364 
newspapers now cover do-it-your- 
self editorially, and points with 
pride to such ventures as the Pow- 
er Tool Workshop Show staged by 
the Hartford Courant this spring. 

Meantime, NEA has turned out a 
16-page supplement on do-it-your- 
self, and AP has produced a 24- 
page section for subscribers, and 
Metro News Service has three 
pages on do-it-yourself for its Sep- 
tember mat service. 


ea A number of advertisers have 
been converted. National Lead, for 
instance, hopped its newspaper ex- 
penditures from $51,000 in 1951 to 
$195.000 in 1952. Pittsburgh Plate 
Giass bumped newspaper expendi- 
tures from $46,000 in 1950 to $232,- 
000 in 1952—and its total recorded 
expenditure doubled in the same 
period, rising from $774,000 to $1,- 
500,000. 

This doesn’t reckon with the 
growth in co-op advertising; most 
of the companies work on a 2% ba- 
sis (i.e., the dealer is allowed ad- 
vertising funds amounting to 2% 
of purchases). 

The business is largely regional, 
with many a small company domi- 
nating the market in which it is 
|/located. Hence, the BofA is 
launching a drive from all offices, 
with both local and national staffs 
|cooperating. The ability of news- 
papers to carry on local level sell- 

_ing will be stressed, and manufac- 
| turers get the pitch that newspaper 
‘salesmen will pep up their deal- 
ers, and will sell the retailer on the 
force of advertising. 
-@ Advertisers are asked to pick 
/out a test area, and to use at least 
three markets to develop a pattern. 
Small ‘advertisers will get a con- 
siderable amount of attention, not 
only because of the regional char- 
,acteristics of the business, but be- 
cause small manufacturers may— 
in this case—lead larger manufac- 
| turers to the field offered by Hank, 
'still clutching a large sheaf of 
green bills in his paint-bedaubed 
hand. 


Merrell Promotes Four 

Wm. S. Merrell Co., Cincinnati 
pharmaceutical manufacturer, has 
made several new appointments in 
its marketing division. Philip Rit- 
ter III, who has been doing agency 
and public relations work in New 
York for several years, has been 
named advertising manager. 
Joseph R. Mason, assistant sales 
manager, has been promoted to 
|merchandising manager. He will 
direct plans for the sale of Merrell 
products. William H. Schaeffer has 
been promoted to succeed Mr. 
Mason. Charles T. Diebel has been 
advanced to assistant advertising 
‘manager. 
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KEY TO % HOME 
COVERAGE 


ie 40% and Over 


120% to 39% 


LAFAYETTE 


i OUTAGAMIE BRO 


MORE THAN 20% COVERAGE 
of All Homes in 42 Counties* 


MORE THAN 40% COVERAGE 
in 14 of Those Counties 


gat 


FLORENCE 


35. 


*xTHESE 42 counties 
have 80% of all Wis- 
consin’s population, 
85% of all consumer 
income, and 82% of 
all retail sales. 


Powerful Coverage of Wiscensin Cities and Towns 
68% of all homes in 16 cities over 25,000 65% in 40 cities of 2,500 to 5,000 


62% in 13 cities of 10,000 to 25,000 


67%  f all urban homes in Wisconsin 


58% in 21 cities of 5,000 to 10,000 50% of all homes in 93 towns of 1,000 to 2,500 


THE SUNDAY MILWAUKEE JOURNAL 


Wisconsin's Most Complete Single Medium Co erage for a State-Wide Selling Job 
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Merrill Heads PR, Ads 

Ted Merrill, California sales 
manager of National Credit Card 
Inc., Portland, Ore., has been pro- 
moted to advertising and publicity 
director of the company. 


WABI Names Gorman 


Lee P. Gorman Jr. has been 
named acting general manager of 
WABI and WABI-TV, Bangor, Me. 
He succeeds Murray Carpenter, 
who has resigned. 
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i They read these newspapers: 
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Vending Machine Operators Expect to Stick 
with Old Lines, Forget Soft Goods for Now 


(Continued from Page 1) 
_devices makes possible fee park- 


ing lots without attendants. A coin | 
_sets in motion a mechanism that 


| 


| Moves an automobile sideways 3’ 
'so that it can be driven around a 
barrier at the parking lot entrance. 


Another coin is required to oper-| 


|ate a similar machine when the 
‘motorist drives out of the lot. 

| Despite novel applications of 
| COin-in-the-slot 
most operators in the industry are 
concentrating on traditional items 
| —candy, gum, cigarets—plus new- 
er food lines. Basic requirements 
for successful vending machine 
| operation still are a product with 
'a high rate of consumption plus a 
|high-traffic location, NAMA ex- 
|ecutives emphasize. 


|= For this reason, they hold little 


| hope for duplicating European suc- 
‘cess in vending soft goods and 


merchandising, 


| grocery items in machines—unless 
there is a radical change in U.S. 
marketing methods. 

Vending machines have caught 
on in Scandinavia, Germany and 
Holland primarily because shops 
are forbidden by law to remain 
open after 6 p.m., according to Er- 


ic W. Dunn, New York manufac-_ 
turers’ representative who recent-_ 


ly studied European vending. Most 
European vending machines are in 
|store front locations accessible 
|from the street in after-business 
| hours. 

The trend of machine design 
| shows recognition of a need to ov- 
ercome the impersonal nature of 
the devices. Colors are warm and 
some machines are topped by illus- 
_ trations of pretty girls. Sales signs 
also are plentiful. 


-s Development work reportedly 
|is being done on vending machines 
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1S 
ENTHUSIASM! 


ERICAN WEEKLY 


creates NTHU STASM 


You’d think it was done with mirrors— 
the way The American Weekly has changed for the better 
the sales picture of one advertiser after another! 


*Enthusiasm is interest raised to the buying pitch! 


Advertising Age, August 31, 1953 


Smokers Baftle Vendors 


The men who own cigaret 
vending machines are having 
trouble trying to keep up with 
smokers. It’s a case of too many 
brands, and too much brand 
switching. 

Before the war, a_ vendor 
could predict with certainty 
how many packs of each brand 
he could sell. Not now. The 
guessing game centers on how 
to estimate the success of new 
| brands without getting stuck 
| with cigarets that don’t sell. 

Another problem is the num- 
ber of new brands. Formerly an 
operator could get by with a 
seven-column machine. Now he 
needs machines that offer cus- 
tomers 11 or 13 choices. He also 
must find a way to fit oversize 
boxes into machines built for 
standard or king-size packs if 
he operates in areas where 
boxed brands are popular. 


| 
| 


} 
| 
| 


equipped with phonographs. The 
{machines would dish out the prod- 
,uct, then recite a “thank you” 
| message. 

| Greatest problems facing the in- 
dustry are a lack of money and 
public relations, operators report. 
' Many people still associate vend- 
ing machines with amusement and 
gambling devices—particularly 
when a machine gets out of order 
and doesn’t deliver the goods or 
return the coin—many operators 
say. 

Rising costs and local taxes con- 
| stitute the money problems, they 
say. While most operators are will- 
ing to pay the same tax imposed on 
a local retailer, they balk at per- 
machine levies. 


Government Sues 2 
Appliance Chains 
for Misleading Ads 


WASHINGTON, Aug. 25—Two 
complaints for misleading adver- 
tising of TV sets and household 
appliances were filed here this 
week. 

One complaint, brought by the 
Federal Trade Commission, 
charged that Sunset Appliance 
Stores Inc., Rego Park, N. Y., used 
radio commercials to offer TV sets 
‘and air conditioners at ‘“unusual- 
ly lower prices,” including free 
/ home demonstration. Charging that 
|the ads were not made in good 
|faith, the commission said sales- 
|men who called on prospective 
purchasers did not bring the ad- 
|vertised appliance. Instead they 
disparaged the advertised product, 
|and tried to interest prospects in 
|/more expensive merchandise. 

Meanwhile the United States At- 
|torney’s office filed a complaint 
| charging that Home Appliance Co. 
and Georges Radio & Television 
'Stores here used “false, untrue 
/and misleading” ads in two Wash- 
|/ington newspapers to promote 
| washing machines and TV sets. The 
‘ease was brought under District 
‘of Columbia laws. 


s In reporting the government's 
action against the two big local 
appliance chains, the Washington 
Star included the following foot- 
note: 

“The Star regrets that any ad- 
vertising appearing in its columns 
has been used as a basis for a 
charge of fraudulent or misleading 
advertising and is as much inter- 
ested as the U. S. Attorney’s of- 
fice in seeing that the charges are 
‘fully investigated and properly 
| disposed of in the courts.” 
| The U. S. Attorney’s office said 
\it is prepared to prosecute “each 
and every complaint of false and 
misleading advertising in an effort 
to keep borderline advertisers op- 
erating within the law.” 
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LOU R. CRANDALL, 

president of George A. Fuller Co., 
and leading construction 

contractor has been responsible for 
over $2 billion of building. 


THE CLIENT’S 
THE BOSS... 


“Whenever a building is being planned 
and built, it is my experience that the 
client must be recognized as boss of 
the building team, the final voice in 
every decision. Under the client—but 
working in close partnership with him 
—comes the architect. The other essen- 
tial members of the planning team are 
the engineers and the builder. FORUM 
is helping to make all new buildings 
better by creating a medium through 
which all four of these groups on the 
building team can follow new devel- 
opments, new materials, and the prog- 
ress of the industry as a whole.” 


Lou R. Crandall 
President, George A. Fuller Co. 


forum 


reaches the men-of-decision in 
the big business of big buliding 
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Who Is Being Subsidized? 


The recent intemperate attacks on the magazine publishing indus- 
try by Fulton Lewis Jr., who told his national radio audience of “lob- 
bies,” “secret meetings” and other aspects of the magazine publishers’ 
fight to prevent being put out of business by confiscatory postal rates, 
have tended to cloud the main issue involved in this situation. 

The fact of the matter is that after more than a century of following 
a policy of maintaining low second-class rates as a means of con- 
tributing to the knowledge and literacy of the public, the United 
States government has suddenly reversed its position and is now 
demanding its pound of flesh in terms of rates which would make 
the service self-supporting. Thus a great industry which is serving 
business and the public in magnificent style is to be sacrificed to the 
assumed necessity of budget balancing in the Post Office Department, 
even though this ideal has been abandoned in many other phases of 
governmental operation. 

Who, actually, is “subsidized” through relatively low second-class 
rates? Maybe it is the publishers, but the desperately narrow margin 
of profit recorded by leading companies in the magazine field would 
indicate that they are not being enriched by this so-called contribu- 
tion by the taxpayers. The public which receives and enjoys maga- 
zines—including general publications, business journals and all other 
types of magazine service—is the real beneficiary of rates which per- 
mit the widest possible distribution of the enormous store of informa- 
tion and entertainment which magazines of all kinds provide for 
their readers. 

A rate structure such as is demanded by the Eisenhower adminis- 
tration doesn’t make sense if the traditional policy of the government 
is to be maintained. In the first place, the Post Office rate-making 
program is not based on scientific cost ascertainment methods; in the 
second place, magazines and other publications distributed through 
the mails are already paying a series of substantial increases in sec- 
ond-class rates which have imposed great burdens on the industry; 
and in the third place, the proposed rates would put many magazines 
out of business or at best drive them from the mails to some other 
more economical method of distribution. 

The vicious assaults which are being made on magazines and other 
beneficiaries of the second-class rate subsidy, so-called, are really an 
attack on the public’s access to information. In these days when full 
understanding of international and domestic problems by the Ameri- 
can public is vital to the development of rational policies by our gov- 
ernment, the effort to stifle a free flow of information by the adop- 
tion of prohibitive postal rates seems to us to be a perfect example 
of stultification in high places. 


We Like This Title 


John F. Apsey Jr., whose fine record as advertising manager of 
the Black & Decker Mfg. Co. has been familiar to those who have ob- 
served the rise of this company in the portable tool field, was re- 
cently named marketing manager by his company. We like the title 
so much that we recommend it to other companies which have as- 
signed similar broad functions to their advertising executives. 

The modern advertising manager seldom is limited in his activities 
to planning, producing and placing advertising. To make advertising 
work, it must be integrated with all other selling effort. Because of 
its importance in the over-all program, advertising is supported by 
careful studies of markets, distribution methods, consumer prefer- 
ences and all of the other related factors which must be understood 
if advertising expenditures are to be justified in terms of sales. 

Thus the advertising executive is far more than this title sug- 
gests or implies. He sees marketing as a whole, and relates advertis- 
ing to it in such a way that its merchandising potential is fully de- 
veloped and capitalized. To guide advertising and all of the many 
related and supporting activities calls for more than technical ad- 
vertising abilities—it demands the broad viewpoint and direction of 
a qualified marketing manager. 


—Cluett, Peabody & Co. 


“Shocking case...she strangled him washday by washday 
with shrinking shirts!’ 


What They're Saying 


A Prediction on Future 
of Beer Advertising 
I think you will see even greater, 
use of public relations techniques 
by beer advertisers in the future. 
Certainly increased sales will 
mean increased advertising bud- 
gets and expenditures. In 1935, it 
was estimated that brewers in- 
vested an average of 47¢ per bar- 
rel for advertising and promotion. 
In 1952, that figure was up to $1.47 
per barrel and significantly malt 
beverage sales had about doubled 
over the same period of time. 
Moreover, there’s every indication 
that increases of sales and ex- 
penditures for beer advertising will 
continue in close relationship. 
And as expenditures increase, 
improvements in beer advertising 
should be facilitated. Certainly 
there’s room for more imagination 
and less imitation. Perhaps, as beer 
sales increase and the beverage of 
moderation gains even greater ac- 
ceptance, we may earn an easing 
of the many federal and state reg- 
ulations limiting the extent to 
which beer’s many virtues may be 
extolled. 


—Edward V. Lahey, chairman and 
president, United States Brewers 
Foundation, speaking at a “shirt- 
sleeves session” of the St. Louis Ad- 
vertising Club. 


Can't Forget That Ad 

To those who will listen, we 
have long been doggedly recom- 
mending books as things to read. 
The reasons we give for reading 
may differ, but our premise has 
always been the same. We are be- 
ginning to wonder, however, 
whether we have been too naive 
about these matters. Our doubts 
were stirred by an ad we ran across 
w hil e—appropriately—taking a 
shower in one of those new porous 
raincoats (it’s all right: we had on 
'a Dacron suit). 
| “Is smoke the only thing you 
‘want out of a cigaret?” the ad be- 
gan. “If you want just smoke you 
can get it out of any cigaret! But 
if you are among the few who, in 
everything they own, reveal a 
preference for things a little bet- 
ter, a little off the beaten path... 
then you will be interested in 


[this cigaret, which] comes to you 
in a unique package. It is the only 
cigaret box made of aluminum.” 

We stepped out of the shower 
and dried ourself with the maga- 
zine (it was made of fine Turkish 
toweling), and we have been 
glumly trying to forget the ad ever 
since. Can’t help thinking, though, 
that we ought to do something 
about people who want more than 
a book when they purchase one. 
If the dust jackets of our books 
were made out of aluminum, for 
example, they could be used as 
the roofs of birdhouses, or, if they 
were thin enough, as chef’s foil. 
Come to think of it, magnesium 
might be better. If magnesium is 
thin enough—we remember from 
our high school chemistry—it 
burns beautifully, with a white, 
blinding flame. If you looked at 
the flame long enough you 
wouldn’t be able to read for a 


week. 


—"The Pleasures of Publishing,” 
Columbia University Press, New York. 


Becoming ‘One-Class’ Market 

The United States is fast becom- 
ing a one class market of pros- 
perous middle-income people. 

In 1929, the richest 5% of the 
people had about 34% of total 
take-home pay. Today the figure 
is about 15%, due largely to the 
levelling effect of the progressive 
income tax. 

A large part of the increase in 
the share of lower income groups 
has been due to the decline in un- 
employment compared to the de- 
pression of the 1930s. In fact, few 
persons who hold jobs today can 
be said to fall into the low income 
group. 

Low income groups in this coun- 


Advertising Age, August 31, 1953 


Rough Proofs | 


French strikers made it very 
hard for tourists to get out of the 
country, and even harder to per- 
'suade them to consider coming 
back. 


| wy 


with its theme of the land of sky- 
blue waters may encourage other 
advertisers to make use of the 
copy talents of H. W. Longfellow. 


Stu Sherman has turned his tal- 
ents to writing a travel book, and 
might find an even more fertile 
field in discussing the vagaries of 
the agency business. 


Gladys the beautiful receptionist 
says the dental authorities seem so 
hard to please that maybe some 
dentifrice advertiser should fea- 
ture a simple theme like six deli- 
cious flavors. 


Used car dealers are sttaining 
so hard to attract reluctant buyers 
that about the only sure-fire gim- 
mick they have left is to make an 
offer of double your money back. 


Men over 40 should avoid stren- 
uous snow shoveling, and so the 
Jacobsen Mfg. Co. has adopted this 
theme for its advertising of snow- 
plows. They may be_ joined 
promptly by promoters of Florida 
vacations. 

* 


Nescafe leads in the instant 
field, according to the Grit sur- 
vey, and Americans returning 
from Europe insist that over there 
it’s the only oasis in a desert of 
poor coffee. 

« 


AA reports that the Early Ap- 
ple Advisory Board is going a step 
beyond the traditional idea of 
combining apple pie with cheese 
by adding cheese cake to its ad- 
vertising art. 

* 


JWT points out that Douglas 
Aircraft has four different publics 
to which its advertising appeals, 
so don’t be naive hereafter by re- 
ferring to “the public.” 

* 

Bootleggers are coming back, as 
the result of the high federal and 
state taxes on liquor, says Arthur 
D. Schulte. If so, veterans of the 
prohibition era may be able to re- 
new some beautiful friendships. 

2 


The fifth article in Stan Cohen’s 
series on the FTC in AA was in- 
serted in the Congressional Record 
by Rep. Wright Patman, but this 
isn’t expected to affect readership 
seriously. 


* 
| A newspaper talks about “crazy 
|arithmetic” in advertising in its 
|market, but then few admen are 


The success of Hamm’s Beer - 


try do not consist in the main of| equipped with computing machines 
wage earners, but rather of such land slide rules. 
unfortunates as old people, dis-| 

abled persons and families headed | 

by women because of widowhood,; An agency man listed by Stand- 
desertion or divorce. This is the ard Advertising Register as execu- 
reason why wage increases 80 tive vice-president says the agency 
seldom really help the low income | didn’t use the title, but if it had, 
groups. On the contrary, excessive|he would have been it. 

wage increases, by causing infla-| It isn’t the title on the door, but 
tion, are harmful to the well-being the signature on the pay-check, 
of the poor. ee counts. 


—Washington Report, issued by the 
Chamber of Commerce of the U.S. 
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BOOSTS SALES RESULTS FROM ADVERTISING BUDGETS IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER PHILADELPHIA MARKET 
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RETAIL SALES 


Philadelphia area, over 
4 billion dollars yearly 


POPULATION 


Philadelphia area, over 
4,500,000 persons 
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MANUFACTURING STABILITY 


Oe Delaware Valley is St Diversified industry 

hie ty World’s Greatest | (Paes means steady employ- 
lows) ag Sa ¥ oria s reates n- Pt oe I< y 2 
We 2 dustrial Area i a IN ment, fewer fluctuations 


in labor force... always 
a sure market 


Keer Gy: 


THE GROWTH 
FACTOR 


Capacity and potential for 
dynamic expansion 


Talk about the first four dimensions and Delaware 
Valley’s market potential speaks for itself. Today, 
industry chooses the Valley for $3 billion worth 
of expansion. 1% million families spend newly- 
boosted incomes. Add the vital “5th Dimension” — 
the growth factor—for a future market where adver- 
tising buys more sales for less. As Delaware Valley's 
prime force, THE PHILADELPHIA INQUIRER 
makes the most of advertising budgets for more 


sales-seeking advertisers month after month. 


Che Philadelphia Paguirer 


The Voice of Delaware Valley, U.S.A 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2 8, EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; papper S. DIX, 
Penobscot Bldg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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rate highest 


five nights a week 


At night, when viewing is at a peak, NBC consistently delivers 


the largest audiences in television. 


In five out of the seven nights of the week during NBC network 
option time*, NBC shows reach the largest audience average. 


And on each of the five nights NBC has the highest rated show. 


Here is NBC’s score: 


Night Highest Rated Show 
a Colgate Comedy Hour 
Tuesday...... Star Theatre 
Thursday..... Dragnet 

are Gillette Cavalcade of Sports 


Saturday ..... All Star Revue 


NBC’s audience strength is maintained 


of the week, rather than concentrated on one or two nights. 
Advertisers recognize NBC’s great nightly advantage: 


their advertising investment on NBC is greater than on any 


other network. Proof once again that 


NBC is America’s No. 1 Network. 


Next week... further proof. 


NBC’s Audience Advantage is to Your Advantage... Use It. 
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'stores, and wherever possible 
Store Events tries to comply. 

The organization provides an 
experienced demonstrator, decora- 
tor and sewing expert; a public) 
relations man who precedes the 
show by two weeks and sets up 
newspaper and TV interviews for 
the expert; an advertising allow- 
ance toward the cost of a required 
store advertisement to announce 
the clinic and mats for the same; 
display photographs for window 
and interior displays as required 
by the store; printed matter in- 
cluding a 12-page booklet in color 
with how-io illustrations to be 
given to the audience and 10,000 
statement inserts all imprinted 
with the store name; prize for a 
drawing, and other sales aids to 
create direct movement of mer- 
chandise off the floor. 


Store Events Offers Advertisers Basis for 


Continuous Dept. Store Demonstrations 


New York, Aug. 25—Advertisers, New York, which was organized 
with national distribution in major | about six months ago. 
department stores may now buy| The promotions are offered as a 
a service offering continuous point package of non-competitive prod- 
of sale promotions. ‘ucts—such as a slip cover and 
< The service is performed by | drapery show—without cost to the 
: Store Events Inc., 347 Fifth Ave.,|department stores. Cost to the 
sponsor is generally from $100 to 
$500 per show, depending on the 
type of item and what role it plays 
in the format of the show. A mini- 
mum series of 40 shows is neces- 
sary for a sponsor in most events, 
such as in the sew-it-yourself 
fashion show. For some events, 
like the slip cover clinic, a mini- 
mum contract is for 150 shows. 


The Leader in 
Rapid Preduction and 
Effective Distribution of 
Radio Releases and 
News Mats 


gs 


* SAN FRANCISCO 


s Store Events books and pro- 
duces the shows, and is responsible 
for selecting the store which will 
have first crack at it. As a general 
‘rule, it won’t go into cities under 
100,000 population in trading area. 
Sponsors may request certain 


a The store must guarantee the 
advertising, window and interior 
display and the space fer seating 
300 people minimum at each of 
four sessions which the store runs 


over a three-day period. 

Store Events was formed by. 
Mike Goldgar, its president, after 
he had conducted a successful slip 


cover and drapery me in Macy’s | . 


here last year. 


So far, Store Events has three 
shows on the road for stores, with 
five scheduled for spring. Shows 
are not run during summer months 
or during the three-week Christ- 
mas season. In addition to the slip 
cover and drapery clinics, shows 
being offered are the sew-it-your- 
self fashion show, a how-to-throw- 
a-party show, a floor and wall 
show and a do-it-yourself show 
for ready-to-paint furniture. 


Florida Citrus Buys Radio 


The Florida Citrus Commission 
will sponsor “Every Day,” with 
Meredith Wilson, starting Nov. 18 
at 9:45 a.m., EST. This buy cov- 
ers the Wednesday, Thursday and 
Friday broadcasts on the NBC ra- 
dio network, excepting WNBC, 
New York. J. Walter Thompson 
Co. is the agency. 
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SCIENTIFIC—After testing the appeal of 
twe label copy approaches, College Inn 
Food Products Co., Chicago, settled on this 
new label for its 46-oz. can of tomato 
juice with the emphasis on the product's 
use as a cocktail. Appeal of the new label 
will be checked further before being used 
on all sizes of College Inn tomato juice 
Weiss & Geller, Chicago, is the 
agency. 


| Pillsbury Tests Ist 


Refrigerated Product 


MINNEAPOLIs, Aug. 25—Pillsbury 
Mills Inc. is now testing its first 
refrigerated grocery product—a 
buttermilk biscuit mix—in eight 
U. S. markets. 

Sold under both the Ballard and 
Pillsbury labels, the new cold- 
storage preparation is being dis- 
tributed for Pillsbury by Kraft 
Foods Co. Pillsbury says the test 
marketing is taking place in Mem- 
phis, Charlotte, Louisville, Toledo, 
Providence, Grand Rapids, Little 
Rock and Nashville. 

The test has been going on for 
three months, and will continue 
for another three. Besides checking 
consumer acceptance, the object 
has been to find out whether the 
new mix will cut into sales of 
present Pillsbury and Ballard bis- 
cuit preparations. 

Early reports indicate that the 
mix is not conflicting with other 
products, and will be able to build 
a market of its own. 

Campbell-Mithun here has the 
account. 


BBB Sets Bulb Ad Standards 


New standards for the adver- 
tising of bulbs have been recom- 
mended by the National Better 
Business Bureau, New York. Offers 
to the public of bulbs which will 
not bloom in the season after 
planting would be banned. Other 
recommendations cover the adver- 
tising of bulb sizes, nomenclature, 
price claims, -trade styles or cor- 
porate names and reference to geo- 
graphic origin. The new standards 
have been issued because of many 
complaints to the BBB in the past 
concerning bulb advertising. 


Bruce Pushes House Products 


E. L. Bruce Co., Memphis, will 
conduct a fall campaign for its 
household cleaning wax. Promo- 
tion will consist chiefly of a series 
of 600- and 1,000-line ads in more 


this fall. In addition, half page ads 
are scheduled for fall issues of 
Ebony, McCall’s and Woman’s 
Home Companion. Bleed pages 
will run in Chain Store Age, 
Hardware Age, Hardware Re- 
tailer, Housewares Review and 
Super Market Merchandising. 


Coleman Names Warren 


Julian Warren, formerly sales 
manager of the Delco appliance 
division of General Motors Corp., 
has been named merchandise man- 
ager of Coleman Co., Wichita 
maker of gasoline lanterns and 
oil heaters. He will head the com- 


pany’s new merchandising depart- 
ment. 
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A UNIQUE MAGAZINE.. 


NOW REACHING 1,500,000 FAMILIES IN 
NEW YORK, PHILADELPHIA, CHICAGO, LOS ANGELES, 
DETROIT—AND OTHER MAJOR MARKETS! 


Seven days a week, every TV family watches TV... wants to know what’s 
playing, when, with whom. They want the inside stories on their favorite stars, 
today’s brightest lights in show business. It’s all theirs in TV GUIDE. 

complete, detailed local and national program listings . . . sparkling news 
and features on top TV shows and personalities, both local and _ national. 


COMPELS EXTRA ATTENTION—TV GUIDE 
gets attention every day in every one of 
the million and a half TV homes it enters 
each week. Attention from every mem- 
ber of the family. Attention for the 
advertising in the well-thumbed pages 
of every issue. 


FLEXIBLE AS TV ITSELF—Not only does 
TV GUIDE give your advertising the 
chance of a lifetime to be seen and 
to sell. Your TV GUIDE schedule can 
be flexible as the TV medium itself. 


Purchase space on a national scale... or 
on a local basis, in any market or combi- 
nation of markets that fits your current 
advertising plans. 


KEY TO EXPANDING MARKET ‘The TV 
viewing market is mammot!) and multi 
plying every day! Reach it best, reach it 
oftenest, hit it hardest wit! advertising 
in TV GUIDE ... edited to serve the 
TV viewer, published to serve the 
TV industry. 


Pu shed and edited 
na platform of 
Se, eto Television! 


ADVERTISING DEPARTMENT—488 Madison Avenue, New York 22, N.Y. 
Plaza 9-8100 


WITH FULL LOCAL TV NEWS KEYED 
TO EACH SEPARATE MARKET! 


‘UFE 1S BETTER AFTER 30'-Lil Palmer 


What Maxie Sees tn 
Her Uncle Miltie | 


COMPLETE LOCAL 
PROGRAM LISTINGS 
Week of 
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Farber to Launch Foote Mineral Boosts Drake 
‘rector of Foote Mineral Co., Phil- 


Largest Campaign ‘adelphia, has been promoted to 


New York, Aug. 25—The largest | head a new public and industrial 
advertising campaign ever relations department. Robert Gor- 
launched by S. W. Farber Inc. will|ham and Charles Marsh will be 


begin in September for Farberware assistants. 


automatic coffee makers and alum- 
inum clad stainless steel cookware, | Heizer Joins Detroit R&R 
| R. W. Heizer, formerly associ- 


according to Arnold Wasserman, | : 

company advertising and promo- ated with Compton Advertising 

tional manager. ‘Inc., Chicago, has joined the De- 
Concentrating 'troit office of Ruthrauff & Ryan 


on magazines, | : 
EF: account executive. 
Farberware has contracted for ®5 ®” 


Robert D. Drake, advertising di- | 


Trend Studios Opens Office 


Trend Studios Inc., a new Pitts- 
burgh art studio, has opened an 
office in the Investment Bldg. 
Principals are Howard Yeager and 
|Marion Kurowsky, 
Yeager Studios, and Howard 
Schoenmeyer, formerly with 
Brooke, Smith, French & Dorrance, 
Detroit. James Eggers, a Los Ange- 
les illustrator, has joined the staff. 


Lick Named ‘Manage’ A.M. 
Robert J. Lick, formerly adver- 


formerly of ‘Cappel-MacDonald, Dayton. 


Shovel Co., Marion, O., has been 
named advertising manager of 
Manage, Dayton, published by the 
National Assn. of Foremen. Mr. 
Lick succeeds Frank X. McMena- 
min, who has resigned to join) 


Appoints Aitkin-Kynett 


tising manager of Marion Power |ter. 


Walker Mfg. Co. of Wisconsin, 
Racine, maker of jacks, electric 


lifts and oil filters, has appointed | 


Aitkin-Kynett, Philadelphia, to 
handle advertising for its oil fil- 
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Bracken to Lincoln-Mercury 


D. J. Bracken, formerly v.p. and 
general manager of Motor Prod- 
ucts Corp., has been appointed 
general manufacturing manager of 
the Lincoln-Mercury division of 
Ford Motor Co., Detroit. 


Joins Kight Advertising 

John R. Coram, formerly adver- 
tising and sales promotion man- 
‘ager of Central Ohio Paper Co.. 
has been appointed assistant ac- 
count executive of Kight Adver- 


tising Inc., Columbus, O. 


full-page b&w and color ads in 
Better Homes & Gardens, Bride’s 
Magazine, Good Housekeeping, 
McCall’s, Modern Bride and Wom- 
an’s Home Companion. 

The consumer campaign will be 
based on the theme “Carefree 
Cooking” and “Carefree Coffee 
Making” with Farberware. 

The consumer campaign will be) 
backed up by trade media adver- 
tising, point of sale displays and a | 
publicity program. 

Norman D. Waters & Associates | 
is handling the account. | 


‘Stars & Stripes’ Not Sold Here 


Stars & Stripes, service men’s 
newspaper, has issued a warning 
to the public to beware of persons 
who profess to be selling sub-| 
scriptions to the paper. It is pub- | 
lished only in Europe and the Far 
East for troops stationed overseas 
and is not available for civilian 
circulation in this country. Nobody 
is authorized to solicit subscrip- 
tions to it or to use its name for 
selling subscriptions to any other 
publication. 


Burlington Sponsors Kaye 


Burlington Mills Corp. of New 
York, maker of women’s and 
men’s wear fabrics, will sponsor 
“Sammy Kaye’s Serenade Room,” 


starring Sammy Kaye as master | 


of ceremonies, over the ABC radio 

network, beginning Sept. 15, Tues- 

day through Friday. The program 

will be on a sustaining basis on 

Mondays. The 52-week contract 

ao pa by Donahue & Co., New 
ork. 


Orange Julius to Beckman 
Orange Julius Sales Co., pro- 
ducer of Orange Julius drinks dis- 
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tributed in California, has ap- 


pointed Beckman, Hamilton & As- 


sociates, Los Angeles, to handle 
its advertising. Orange Julius 
plans to expand nationally through 
franchises to selected dealers 
throughout the country. Newspa- 
pers, radio and TV spots, trade 
publications and direct mail will 
be used to attract operators. 


WFMT Broadcasts Longer 

WFMT, Chicago, starting Sept. 
4, will extend its broadcast time to 
run between 7 a.m. and 1 a.m. 
Presently, the station broadcasts 
3 p.m. to 12 midnight. 


Screenless Printing! 


th BLACK BOX 
method of 
fine Color Printing 


lor Black and White) 
gives you faithful 
reproduction in any size up 
to 40x60” at unbelievably 
low cost! Used by leading 
National Advertisers 


Get the facts! 
BIACK BOX] 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, Inc. 
845-53 W. ERIE ST., CHICAGO 22 
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Names Griswold-Eshleman 


Bellevue, O., and Brantford, Ont., 
has appointed Griswold-Eshleman 
Co., Cleveland, to handle advertis- 
| ing for world export and the U.S., 
} effective immediately. 


Nolte Leaves Carnation Co. 

L. W. Nolte has resigned as ad- 
vertising manager of the evapor- 
ated milk division, Carnation Co., 
Los Angeles, a position he held 
since 1947. No successor has yet 
‘ been named. 


| i Advertising Age, August 31, 1953 
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Cockshutt Farm Equipment Co., | 


‘Timken Will Be Ist 
to Use All Editions 


of ‘Reader's Digest’ 


CANTON, O., Aug. 25—Timken 
Roller Bearing Co. is the first ad- 
vertiser to use all 30 international 
editions of the Reader’s Digest. 

Timken’s program starts. in 
November and calls for six inser- 
tions every other month. Ads will 
appear in two colors in all editions 


|\where available except Canada,; 
where b&w will be used. The com- 
pany aims to “improve recognition 
and knowledge of its name and 
‘products in foreign markets.” 

Timken’s agency is Batten, Bar- 


Calvert Promotes Froelich 
Myron Froelich has been elected 
a v.p. of Calvert Distillers Corp., 
New York. He joined Calvert in 
1939 in Los Angeles, and recently 
has been metropolitan New York 


sales manager for Calvert. 


Bahel Named Wing Ad Head 


A. T. Bahel, formerly an account 
executive of R. E. Lovekin Corp., 
Philadelphia agency, has been ap- 
pointed advertising manager of 
L. J. Wing Mfg. Co., Linden, N. J., 


ton, Durstine & Osborn, New York, maker of unit heaters, fans, tur- 


bines and blowers. 


Juel Names Mendelsohn 

Juel Products, New York maker 
of cosmetics and Hari products, 
has named David J. Mendelsohn 
Advertising Agency, New York, 
to handle its advertising. 


¢ 


and quality circulation 
advertising atmosphere 


Maintenance of editorial excellence is the first concern 
of every Chilton editor. The result is that our readers 
know they can find what they want in Chilton publications: 
authentic and timely facts, figures, and news vital to 
their business. 


This sustained reader interest is important to the adver- 
tiser. And it becomes more valuable in his eyes because 
he knows that Chilton readers are selected under rigid 
regulations to assure the advertiser that his message goes 
to those persons who make the buying decisions. 


Sustained interest on the part of readers so carefully 
selected makes Chilton publications the ideal atmosphere 
for advertising the products and services needed in the 


on 


| oo 


THE IRON AGE = 
HARDWARE WORLD 


Ss 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY + 
AUTOMOTIVE INDUSTRIES e@ 


fields Chilton serves. 


CHILTON 
COMPANY 


joy INCORPORATED) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. : 


HARDWARE AGE ° MOTOR AGE 
* DEPARTMENT STORE ECONOMIST 


THE SPECTATOR 


100 E. 42nd Street 
New York 17, N. Y. 


. COMMERCIAL C42 JOURNAL 
& BOOT & SHC RECORDER 


THE JEWELERS’ CIRCULA®-KEYSTONE 
@ DISTRIBUTION AGE 
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West Virginia Pulp and 
Hinde & Dauch to Merge 


The merger of West Virginia 
Pulp & Paper Co. and Hinde & 
Dauch Paper Co. has been voted 
by the boards of both companies, 
subject to approval by stoekhold- 
ers. Plans call for H&D to be 
operated as a subsidiary of West 
Virginia, with present officers and 
personnel. 

West Virginia, a leading manu- 
facturer of paper and paperboard, 
operates six mills in five states 
with a rated capacity of more than 
800,000 tons a year. H&D, one of 
the first and largest manufactur- 
ers of corrugated shipping contain- 
ers, operates 12 manufacturing 
plants in this country and owns a 
majority interest in Hinde & Dauch 
Paper Co. of Canada. 


Ostheimer to Gray & Rogers 


Ostheimer & Co., Philadelphia, 
consulting and administrative spe- 
cialist on employe benfit plans for 
industry and business, has named 
Gray & Rogers, Philadelphia, to 
handle its advertising, public rela- 
tions and publicity. 


PENNANT and 
FOOTBALL 
BALLOONS 


ete 


WALKING 
BicBsoaros / 


—timely giveaways, 
premiums and wonder- 
ful advertising for you. 


Write today for prices 
and details. 


| 
‘The OAK RUBBER Co 
Ravenna. Ounio 
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: ‘tional kitchen. | 
Selling to Institutions. .. Initiated by David W. Evans & 


Associates, Salt Lake City agency | THE CONSUMER WANTS WHOLE 


Turkey Federation's Ad Campaigns — bestine the camsisn for ne sete toast Tues 


, eration, th ackage is a re- 
’ sult of cooperative research | over | ssa i TU RKEYS 
it ef rs. It wi tied | , Ako PAE 
Boost Use of Fowl All Year Round in wah a Siaky deve method Fy es Pet maa. ment a 
‘of turkey cookery, in which pre-| of 


Mr. Morris, Int., Aug. 26—The Turkey” campaign is a ready-to-| cut turkey is poached and sim- | WORBEST TURKEY OL & 


latest development in the National use package of cut-up turkey, es-| mered instead o{ roasted, saving) GROWER Ane EN. 
Turkey Federation’s “Eat More pecially designed for the institu- time and labor and giving greater | bo eae 
yields for institutional use. | 

The National Restaurant Assn., | 
the Poultry & Egg National Board | 
‘and the Institute of American) 


A Poultry Industries have helped) 
2  % with the research and development | CO-OP DISPLAY—Cooperating with the National Turkey Federation on helping to 
of the poaching-simmering CoOk=| Ji turkey th d are the various allied industries. This display was pre-™ 
: . * . : he turkey se urkey @ year aground are e@ various allied industries. s splay P' 
” a a. ing method. P acking of t pared by the Norbest Turkey Growers Assn. It features both whole and cut-up turkeys. 
Oe ® ; n your Oc er , parts will start this fall by at) 
Rec! least a dozen processing plants in trial cafeterias, hospitals and other looking for a short-cut cooking 
. we or home reezer ' \|major marketing areas of the na- food serving institutions. It is method. 
~~ nat li Oe mmm §— 11ON, |another step in the successful cam-| The National Restaurant Assn., 


paign by the federation and the and others who have experimented 

ADDED PROMOTION—The National Turkey Federation oe enpheyed, cow to @ The ready-packed turkey parts Evans agency in opening up a year with ready-cook methods, claim 
banners - — lew por peo above, for ee Se ee ‘unit has been designed especially |’round market for turkey, and is|they save time, stove space, 
plants, r : rs to ‘wae - ” bee hae po na > sence poe printed for use by hotels, restaurants, expected to be equally SoS, eee labor, storage space, and 
in vivid colors, supplomen weeded - ‘lunch counters, school and indus-| since many institutions have been | give a higher yield of cooked meat 
: with better portion control. These 


claims, backed by reliable re- 
search, form the basis of the ad- 
'vertising and promotion being set 
up by the federation and its agen- 
cy. 


'@ A special booklet, with natural 
color photo reproductions, is now 
being .prepared for offering 
| through a series of fall trade jour- 
|nal advertisements. It will give 
complete instructions on cooking 
advantages and will be slanted to- 
| ward cooks and chefs. 

' By approaching the profession- 
|als who prepare food, it is hoped 
‘to overcome established customs 
-and prejudices which insist on 
|cooking whole birds. The Evans 
|agency believes that once institu- 
| tional users adopt the new, easier 
{method of cooking turkey, the 
road will be open for even greater 
‘year ’round marketing of the fowl. 
| Not new at changing eating and 
cooking habits, the federation has 
succeeded, within the space of a 
.few years, in transforming turkey 
from a holiday special to an every- 
day meat. As a result, per capita 
turkey consumption jumped 57.6% 
from 1944 through 1951. During 
|the same period, per capita con- 
| Sumption of lamb and mutton 
dropped 48.5%, beef and veal 7.2% 
-and pork 9.5%. 


| a The campaign to promote great- 
er consumption of turkey was 
started immediately after World 
War II, when turkey growers 
'faced a serious situation brought 
on by discontinuance of heavy 
|turkey buying for the armed for- 
‘ces. The Evans agency, starting on 


* 
® 7 V ° ‘a $5,000 annual budget, decided 
c | Y) eves ( N) re acl | Vy? ‘the only way such a small sum of 
| money could be stretched across 


the country would be to get insti- 
tutions to include turkey on the 
daily menu. 

Trade advertising was scheduled 


Many a businessman burns the midnight oil when his favorite business paper comes 


along. Successful restaurant operators are no exception. It takes a fresh source of in such publications as American 
usable ideas, menus, methods for improving service and cutting costs to meet Restaurant Magazine, Club Man- 
seiliiiat enaeraéitien agement, Hospitals, Hotel Manage- 

pe . ment, Hotel & Restaurant Opera- 
That's where RESTAURANT MANAGEMENT comes in! Many thousands of restaurant tor, International Steward, Modern 


Hospital and Restaurant Manage- 
ment, The initial emphasis was on 
: , ’ price, stressing the favorable price 
Advertisers have found its pages profitable, too! — position of turkey when compared 
with other meats. 


executives have made it a profitable point to study its pages each month since 1918. 


® This was followed with infor- 
mational booklets and leaflets on 
ways to use turkeys in commercial 
food institutions. One of the most 


“America’ Eats Out”— a 16 mm sound him pro- selling to the restaurant field. successful was “The Turkey Hand- 
duced in full color is available for sales per- This film was jointly produced by the book,” designed especially for 
sonnel, advertising agencies and other group National Restaurant Association, Restaurant food buyers, chefs and dieticians 
meetings. This documentary outline of the 15 Management and American Restaurant maga- of hotels, restaurants, clubs, hos- 
billion dollar food service industry, dramati- zines. Copies of the film are available for pitals, schools and other institu- 
cally portrays America’s eating-out habits and — - tions. Tremendous demand re- 
offers sound sales and merchandising plans for rite today. sulted in several reprintings of the 
handbook. 

NC. publishers of - Color pages or spreads every 

AHRENS PUBLISHING COMPANY, INC. pu month in trade publications, offer- 
F Restaurant Management, Hotel Management, . 

71 Vanderbilt Ave., New York 17, New York Restaurant Equipment Dealer, Hotel World Review, ing the handbook and merchan- 
201 No. Wells St., Chicago, Ill. Travel America Guide, Frozen Food Age. dising aids for $1, resulted in an 


average of more than 1,000 inquir- 
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ies per month, despite the price 
tag. 

Another successful publication 
has been “A Dish A Day,” featur- 
ing 30 profit-making turkey dish- 
es. It offers suggestions on vari- 
eties of preparations that can in- 
crease use of turkeys. | 

Increased demand for turkey by 
institutions made it possible to 
raise more money from growers 
for advertising purposes; even the 
skeptics began to realize that good 
promotion pays off. 


s At this point it was decided to 
expand the scope of the Eat More . 
Turkey campaign to include the 
housewife. Large tom turkeys, 
loaded with meat, were popular 
with restaurants and large users, 
but small home ovens could not. 
conveniently handle a 30 Ib. 
dressed bird. As a result, tom tur- 
keys sold for as much as 17¢ a 
pound less at retail than smaller 
hens. 

Using a Salt Lake City market | 
as a testing ground, the federa- | 
tion introduced the sale of cut-up | 
turkeys. It proved tremendously | 
successful, with the market selling | 


twice as many turkeys in May as_ 


it had in November, and at three 
times the profit. 

Local acceptance of the new idea 
was enough to kick off a national 
campaign. Again trade publica- 
tions were used, this time to reach 
markets and food locker operators. 
Among the publications used were 
Butchers’ Advocate, Locker Man- 
agement, Meat Merchandising and 
National Grocers Bulletin. 


# Featured in the ads was a book- 
let entitled “Turkey’s Going To 
Pieces,” which gave a step-by-step 
picture of the best way to cut tur- 
keys, and also contained suggested 
retail prices for the cut-up por- 
tions. Enthusiastic response 
throughout the country led to the 
establishment of demonstration 
teams which toured the nation 
showing meat men how best to 
sell cut-up turkeys. 

To western turkey growers, 
where the favorite is the big tom, 
this has brought a materially in- 
creased income. Today the price 
spread between toms and hens.is 
2¢, with a recent quotation show- 
ing eviscerated toms selling at 58¢ 
wholesale, with hens bringing 60¢. 

While trade publication adver- 
tising and literature have been the 
backbone of the Evans agency’s 
campaign for the federation, it has 
been supplemented with radio, tel- 
evision, publicity and motion pic- 


. tures. Radio and TV spots have 


been used primarily for the con- 
sumer, and stress the non-seasonal 
use of turkey, as well as methods 
of preparation. 

Publicity is directed toward 
trade publications, with emphasis 
on merchandising methods, prepa- 
ration and cutting of turkeys. A 
motion picture of “Turkey’s Go- 
ing To Pieces,” in color, has been 
successful in reaching groups of 
meat market operators. 


s On the theory that a proven for- 
mula is worth repeating, the fed- 
eration is planning its forthcoming 
campaign for the new cooking 
method along the same lines used 
in the previous promotion. 

Trade publications will be used 
to promote distribution of infor- 
mational booklets. In addition, two 
color films are now in production. 
One will be for the trade, and will 


demonstrate advantages of the. 


new cooking method. The other, to 


be distributed from the national 


federation to state federations, will 
be used to teach general turkey 
cooking methods at women’s clubs 
and home economics classes. 

Dollars and cents returns of the 
Eat More Turkey campaign have 
boosted the federation’s promo- 
tional budget to more than $100,- 
000 annually. The goal is a war 
chest of a penny for each turkey 
marketed, which would make pos- 
sible an ad and promotional bud- 
eet of $500.000. 


Sailing the river that flows 
from Detroit to the world 


How practical is the contemplated Great Lakes 
—St Lawrence River seaway? What does it mean to 
the nation? .. . and to Detroit? 


To give its readers first-hand answers to these 
questions, The Detroit News sent staff reporter Bill 
Lutz out to see. 

Just a few blocks from The News’ building, he 
hopped an ocean freighter bound for Holland 
via the Detroit River, Lake Erie, St. Lawrence River 
and the North Atlantic. 


His series of daily articles, written en route, 


aroused tremendous local. national and international 


450,054 'Wechdays 


552,238 Sundays 


interest. They pointed out the feasibility and eco- 
nomic advantages of a waterway that would benefit 
the entire nation, and make Detroit one of the great 
ports of the world. 


This inborn desire to report the news with its 
own eyes, and with hometown appeal, has made 
The Detroit News the accepted home newspaper of 
the great city of Detroit substantially first in 
trading area and in total circulation, weekdays and 
Sundays. Its community acceptance is reflected 
its ability to sell goods for advertisers who spend 
more money with The News than with both other 
Detroit newspapers combined. 
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The Detroit News 


THE HOME NEWSPAPER 
own: + and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 


Western Offices; JOHN E, LUTZ CO., Tribune Tower, Chicago 
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75% ot Beer Drinkers Drink It at Home 
and Prefer Cans or Bottles to Draft Beer 


PHILADELPHIA, Aug. 25—Some 
75% of all beer drinkers in this 
country now prefer canned or bot- 
tled beer as against draft brew, 
and want to drink it at home. 

Also, coincident with the trend 
toward home or off-premises con- 
sumption is a considerably higher 
sales volume now being enjoyed 
by grocers, delicatessen stores and 
food supermarkets. 

These facts are revealed in a 
survey of beer consumers in 10 
major markets made by A. J. 
Wood & Co., market research com- 
pany. 

The vast majority of the beer 
drinkers queried by Wood re- 
searchers indicated a preference 
for drinking at home, rather than. 
in some public place. Whether tele- 
vision has induced this trend was 
not determined. 


s Leading in this respect were, 
beer drinkers in Philadelphia and | 
Omaha, where 76% said they. 
drink at home; Milwaukee, 74%; 
Portland, Ore., 72%, and Buffalo, | 
70%. Other cities and proportion | 
of beer consumers who had their | 
last drink of bottled or canned 
beer at home: Cincinnati, 69%; 
Kansas City, Kan., 68%; Detroit, | 
67%; in Michigan, 58%, and in 
Indiana, 53%. 

Those who still drank in public | 
places, while in the minority in all | 
12 cities, were most frequently en- 
countered in Indiana, where 31% | 
said they had their last sip of suds | 
in a tavern, night club or other 
such place. Michigan rated 30% | 
in this category; Buffalo and Kan- | 
sas City, 21%; Milwaukee and Cin- 
cinnati, 20%; Philadelphia and 
Portland, 16%; Omaha, 15%, and 
Detroit, 14%. 

A total of 10,182 persons were 
interviewed in the 10 markets. | 
Only a trace of those questioned 
said they had their last drink of 
beer at a friend’s home or other 
than a public place. 


| 
| 


® Delicatessens and grocery stores, 
were the leading suppliers of beer | 
in most of the dozen markets cov- | 
ered. (Spokane and Chicago were | 
also included in the beer purchase 
survey.) 

Eighty-two per cent of the beer 
drinkers in Buffalo reported they 
usually buy beer at a delicatessen 
or grocery store, with only 2% 
favoring beer or liquor stores. An 
additional 5% usually buy beer at 
a supermarket, 3% at a tavern and 
3% at a drug store. 


average income 
per farm 


§ 8,022 


Cover 50 of Wisconsin's 
Richest counties, Reach 
139,140 radio farm 
homes with an annual in- 
come well over a billion 
dollars. 


Sell to the “cream” of 
America’s Dairyland with: 


A J 
MADISON, WIS. | 


Wisconsin's 
most 


i" eeutee 
~~ aim 


Pennsylvania does not permit 
sales of bottled or canned beer in 
groceries or delicatessens not li- 
censed as restaurants. In the 
Quaker City, apparently, beer 
quaffers look to local distributors 
to supply the beverage: 72% said 
they got their beer from these 
outlets and 25% of the Philadel- 
phians said they usually buy their 


beer in a tavern 

The majority of the Portland 
beer drinkers prefer delicatessens 
or grocery stores. In fact, 69% 
said they favored this type of pur- 
veyor, with only 11% relying upon 
taverns. In Michigan, 63% of the 
consumers and in Detroit 61% 
listed these outlets as their first 
choices. 

In Indianapolis, however, 58% | 
go to taverns for their beer, as 
compared to 20% using groceries | 
and delicatessens and 14% to su-| 


permarkets. In Omaha, 49% used 
taverns. In Chicago 52% get their 
beer from beer or liquor stores, 
and the same percentage also go 
to taverns for a quick drink. In 
Spokane, 48% of the beer drinking 
consumers obtained their beverage 
from delicatessens or groceries, 
26% from supermarkets, and 31% 


| from taverns. 


Names Mathisson Associates 
Petco Inc., Milwaukee oil pro- 
ducer, has appointed Mathisson 


Advertising Age, August 31, 1953 


& Associates, Milwaukee, to han- 
dle its advertising and merchan- 
dising. Tentative plans call for ra- 
dio, television, newspapers and 
outdoor. Previously, Arthur Mey- 
erhoff & Co., Chicago, had the ac- 
count. 


Thor Promotes Nighswander 


D. R. Nighswander, for 15 years 
associated with Thor Corp., Chi- 
cago maker of laundry and kitchen 
appliances, has been promoted to 


assistant to the general sales man- 
‘ager. 


Now 


New Conover-Mast magazine 
—INSTITUTIONAL FEEDING & 
HOUSING—reaches over 60,000 
identified buyers in the worth- 
while units of the multiple feed- 


you Il 


ing and housing market! 


Institut 


6 


nal 


KNOW 


“Show-how” editorial service fills industry needs: Provides 
information on modern methods to improve efficiency, cut 
costs, insure better operations. Case-history, step-by-step, 
pictorial presentation gives high readership...has already 
been enthusiastically endorsed by restaurant field. 


Mb vus 


youre 


Spectacularly successful Conover-Mast dealer-franchise cir? 
culation method reaches identified buyers only: Circulation 
is built, maintained and paid for by a national network of 
franchised food service equipment dealers. Their salesmen 
hand-pick names of individuals they know do the specifying 
and buying for the large restaurants, hotels, industrial cafe- 
terias, schools, hospitals, and other institutions. This same 
circulation method has been used with outstanding success by 
Conover-Mast publications in other fields for over 25 years. 
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‘American Family’ Going from 5¢ to 7¢ 
a Copy; Readers Help Defray Higher Costs 


Cuicaco, Aug. 27—American 
Family Magazine, with its October 
issue, is going from 5¢ to 7¢ per 
copy. 

This is a significant move, for 
several reasons. Among the so- 
called “nickel books,’ as_ store- 
distributed magazines are often 
called, only the biggest, Woman’s 


Day, costs 7¢. This A&P-owned 


magazine went from 5¢ to 7¢ two 
summers ago. American Family 
says it is the first magazine in 
the country in the past two years 
to get readers to pay part of the 


‘increased costs of publishing. 


This may or may not start a 
trend for other store-books, but 
John B. Scarborough, president 
and publisher of American Fam- 


ily, doesn’t particularly care. He 
thinks of other store-books—in- 
cluding Better Living. Everywom- 


an’s and Family Circle (all 5¢) 
and Western Family (free)—as 
being “contemporaries” rather 


than competitors. Nor is he worry- 
ing about whether his 1,200,000 
readers accept the higher price. It 
has been tested through many 
stores for several months, and no 
sales have been lost. 


-@ On the other hand, Mr. Scar- 


borough sounds downright self- 
righteous when he talks about a 
failure of general and women’s. 
magazines to get their readers to 
share increased costs of publish- 
ing. 

These monthlies, he concedes, 
are competitors rather than ‘“‘con- 
temporaries.” And he insists they 
aren't willing (or maybe able) to) 
do what he has just decided to do 
to keep from raising rates to ad-| 
vertisers. By this he refers to ad 
costs per thousand readers. There 


Now, for the first time, you know 


you’re reaching the buyers in 


the 


vast, complex institutional market 


... and you know you're reaching 
them in a publication they need and 
want. The new service offered by 
INSTITUTIONAL FEEDING & HOUSING 
has already been acclaimed by dealers 
and manufacturers throughout the 
industry. Rarely has a new trade 
magazine been welcomed with such 


enthusiasm. 


Write us today for complete infor- 
mation. Ask about the special dis- 
count we're offering advertisers who 
start with the initial November issue. 


FIRST ISSUE 
NOVEMBER 
1953 


reaching the BUYERS 


have been plenty of ad rate in- 
creases by the magazines recently, 
he points out, but few simply cov- 
er circulation gains. Most maga- 
zines that raise rates in conjunc- 
tion with circulation gains, he 
says, are vague when it comes to 
relating the one increase to the 
other. 


s Furthermore, he says, most mag- 
azines nowadays are forcing ad- 
vertisers to pay more and more of 
the publishers’ mounting costs. 


| They boost copy prices but pay 


out much more than the increased 
circulation revenue in costs of cir- 
culation promotion, Mr. Scarbor- 
ough says. 

Also, he points out, American 

'Family’s increased price will give 
wholesalers and retailers a better 
' break than they have been getting 
‘from other magazines. The same 
'discount structure is being main- 
_tained. In fact, the 13,000 dealers 
| will make a little more per copy 
than before, and so will the 550 
wholesalers handling American 
Family. 
Recently, said Mr. Scarborough, 
most magazine price increases have 
reduced dealers’ percentage of 
profit per copy sold, with the re- 
sult that some outlets have dis- 
continued handling magazines. 


Bank of America Gets Award 
for Best Ads of Year Again 


For the second consecutive year, 
the Socrates award, presented an- 
nually to the U.S. or Canadian 
bank displaying the best newspa- 
per advertisements, has been given 
to the Bank of America, San Fran- 
/cisco. The award is sponsored by 
Bank Ad-Views, New York. 

Henry Bucello has managed the 
ad department of the bank during 
the period covered by this year’s 
award. Last year, the department 
was headed by Lou E. Townsend, 
now retired. Charles Stuart Agen- 
cy, San Francisco, handles the ac- 
count. 


Two Buy ABC-TV Show 


Bristol-Myers Co., New York, for 
Ipana toothpaste and _ Bufferin 
products, and Armour & Co., Chi- 
cago, for Dial soap, have purchased 
alternate weeks of a new domestic 
comedy series, ‘Pride of the Fami- 
ly,” starring Paul Hartman, which 
will bow over the American 
Broadcasting Co. television net- 
work Friday, Oct. 2, 9-9:30 p.m. 
Doherty, Clifford, Steers & Shen- 
field handles Ipana, and Young & 
Rubicam handles’ Bufferin for 
Bristol-Myers. Foote, Cone & Bel- 
ding directs advertising for Ar- 
mour’s Dial soap. 


NATION'S LARGEST TRADE TERRITORY 


EL PASO 


RETAIL TRADING ZONE 


24 counties of West Texas 
and New Mexico 


BUYING INCOME 
$805,983,000 


OVER 4 TIMES GREATER! 


The Zi Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Sctipps-Howard Newspaper 
Evening 


Two Separate Newspapers 
- 30¢ Line BUYS BOTH! 
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‘Distribution’ Joins NBP Business Publications, 


Rapids, Mich., has joined National ready an NBP member. 


Washing- 
National Distribution, published ton. Woodworkers Reporter, an- 
by Cosgrove Publishing Co., Grand other Cosgrove publication, is al- 


1,054,748 
y * Dec. 1952 


_? 
5 
- 
2 
“ON 
” THE 
’ DOUBLE! 


That's how The Elks’ circulation 


sey? has grown in the past ten years. 
Today there are 


‘Mogen David Plans 
$2,000,000 Drive 


| 

| Cuicaco, Aug. 25—A record ad 
|budget for the fall and winter, | 
amounting to over $2,000,000, is | 
planned by Mogen David Wine 
Corp. 
| In September the company will | 
introduce two new network televi- | 
sion shows, “A Dollar a Second,” | 
| Starring Jan Murray, and a weekly | 
telecast of the “Fight of the Week.” | 
They begin on Sept. 20 and 21, 
respectively. 

In addition to these shows, more 
than 14,000 outdoor locations will 
carry Mogen David wine posters 
and painted bulletins. Large-space 
newspaper advertising will be 
used for special holiday promo- 
tions in addition to the regular 
schedule. 

Advertising for Mogen David 
Wine Corp. (formerly Wine Corp. 
of America) is handled by Weiss 
& Geller. 


Cello-Lettering Bows in West 


A new system of hand lettering, 
known as_ Cello-Lettering, has 
been introduced by Art Directors 
Lettering System, 733% S. Hope 
St., Los Angeles. According to the 
company, the new system makes 


Advertising Age, August 31, 1953 


Getting Personal 


Cpl. Mort Hochstein is now associate editor of the Camp Pickett 
Charger, Camp Pickett, Va. Formerly assistant editor for the ad- 
ministration edition of Chain Store Age Publications, he’s been in 
the Army since January... 


Don Ross, account executive for the Columbia Pacific Radio Net- 
work, won’t have much trouble remembering birthday dates for 
his family. When he became a father for the second time, on Aug. 
20, his new daughter, Polly, 
represented a birthday present 
for his son, two years old, and 
Mrs. Ross, both of whom also 
were born on Aug. 20... 

Vernon R. Churchill, assist- 
ant to the publisher and pro- 
motion manager of the Oregon 
Journal, Portland, is convales- 
cing nicely after a recent op- 
eration. He is expected back 
at his desk by Sept. i... Mar- 
jorie M. Perry, formerly with 
McCann-Erickson and Richard 
G. Montgomery & Associates, 
Portland, was married Aug. 
18 to W. Ray Bailey of Port- 
land in the manse of the Val- 
ley Community church... 

Carl H. Sundberg, head of 
Sundberg’ Associates, Park 


partner in Liller, Neal & Battle, Atlanta, 
was elected president of Junior Achieve- 


1,054,748* Elks who read 


possible the use of hand lettering 


. : Sadie oe in advertising art at a cost com- 
490,007 and own their favorite magazine parable to handset typography. 
Dec. 1942 more than twice as many The lettering is printed on the 


back side of clear acetate sheets, 


as in December 1942. jusing an adhesive on the back of 

: \the sheet to assemble letters for 
Advertise to the Elks . hal ‘reproduction. Principals in the 
y ou’ll sell more to this group new organization are Jules Kopp, 


; ‘art director of Erwin, Wasey & 
that sells itself so well. 'Co., and William Sass, art service 


*net average Dec. 1952—ABC ‘operator. 


Incorporates Roberts & Ray 


M A A 7, I N E | Roberts & Ray has been incor- 

G | porated in Dayton, O., as sales, 
merchandising and _ advertising 
consultant. Principals are A. M. 


Zimmerman, James E. Rambo and 
|\Philip R. Becker. 


THE 


g ig 


| ROWING 


$230,144,000 worth of radios were sold in the 
United States last year!* 


There are 4,753,600 homes in WGN’s listening 
area—more than any other Chicago station— 
bar none.** 


Ridge, Ill., kept an important 
date in Columbus, O., Aug. 22 
—the marriage of his son, Carl 
H. Jr., to Betty Turton. The 
bridegroom operates a men’s 


ment of Georgia at the annual meeting of 

the group. P. F. O’Brien, president of Gor- 

don Foods, retiring president of Junior 

Achievement, became chairman of the 
board. 


To reach the greatest number of people with your 
advertising messages—it’s WGN in the nation’s 
second largest market. 


* Electrical Merchandising 


**Nielsen Coverage Service 


Chica 1 
A Clear Channel Station... —. | 
Serving the Middle West “—— | 
MBS On Your Dial 


Chicago Office: 441 N. Michigan Ave., Chicage 11 

Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
Geo. P. Holiingbery Co. 

Advertising Solicitors for All Other Cities | 

Los Angeles—411 W. 5th Street © New York—500 5th Avenue ¢ Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue ¢ San Francisco—625 Market Street ’ 


store in Mount Prospect, Ill... 


Head of the publicity program in the greater Kansas City area 
for the United Funds campaign is Harry W. Schlosser, ad manager of 
Western Auto Supply. Serving as vice-chairman is Kent Boyd, a 
partner in Bruce B. Brewer & Co... 


William E. Coyle, promotion manager of the Washington Star and 
prexy of the Washington Adclub, is chairman of the 1954 Commu- 
nity Chest-United Defense Fund publicity campaign committee. Al- 
so in the drive is George Titus, assistant ad manager of the Wash- 
ington Times-Herald, as chairman of the year-round p.r. committee 
for the Chest federation in the Washington area... 


Howard A. Chinn, chief engineer of CBS Television’s audio-video 
division, is the author of “Television Broadcasting,” to be published 
by McGraw-Hill Book Co. in September... 


SURPRISE LUNCHEON—Business associates and friends gave John M. Palmer (stand- 

ing) a surprise luncheon Aug. 17 to celebrate his 60th birthday and the 33rd an- 

niversary of Palmer Associates, New York lithographer. Seated, left to right, are 

Edward Baker, Palmer Associates; Bill Zindel, Continental Litho; Carl Bergmann 

and Betty Merchant of Palmer Associates, and artist Bradshaw Crandell, Palmer's 
original partner. 


Mr. & Mrs. Harrol Brauer Jr. had their first child, Harrol Brauer 
III, recently. Mr. Brauer is v.p. and director of sales for WVEC-TV, 
Norfolk-Hampton, Va. ..Carl J. Raymond, manager of WHHH, War- 
ren, O., was director cf the Trumbull County sesquicentennial pa- 
geant...and then there’s Thaine Youst, merchandising exec for 
Lennen & Newell on Old Golds, who feels his wife may pay too 
much attention to the client’s “Two for the Money.” She recently 
presented him with twin boys, Jeremy and Erickson... 


Andrew Haire Jr., treasurer of Haire Publishing Co., was a mem- 
ber of the four-man U. S. sailing team from Manhasset, N. Y., which 
won both races from the Royal Norwegian Yachting Club at Hanke, 
Norway, Aug. 3... 


Mrs. Dorothy Schiff, New York Post and radio and TV station 
owner, has married Rudolf G. Sonneborn, president of L. Sonneborn 
Sons... Friends of Tubie Resnik, executive v.p. of Calvert Distillers 
Corp., helped him celebrate his 50th birthday by setting up the 
Tubie Resnik Foundation for Brandeis University... 

New York p.r. counsel Earl Newsom has been elected to the ex- 
ecutive committee of the American Heritage Foundation... Richard 
D. Buckley, president of John Blair & Co., radio station representa- 
tive, married Janice Dannerth Aug. 18 in Venice. They are now on 
a wedding trip in Europe... 

Thor Hauge, art director of the Los Angeles office of Calkins & 
Holden, Carlock, McClinton & Smith, won the top award—$50 in 
books—in a calligraphic competition sponsored by Zeitlin & Ver 
Brugge, bookseller, to secure a new design for the sign on the out- 
side of its door. Mr. Hauge is a former a.d. of Needham, Louis & 
Brorby, McCann-Erickson and BBDO in Chicago. .. 
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SIGNED, SEALED ... AND UNDELIVERED 
.-- 300 million bushels of money in the bank 


Full corn cribs on many farms .. . steel 
bins of government corn at nearly every 
cross road make up this big deposit. And 
another bump crop is growing up. 

Some worriers moan about this corn. 
“What’ll we ever do with all of it?” 

Just what we always have. Turn it into 
beef, milk, pork, chickens and eggs. And as 
top authority on how to do this ... as the 
preferred source of information . Wal- 
laces’ Farm and lowa Homestead will help. 

It’s a known fact that 90 percent of the 
Iowa corn crop goes for feed! Fifty-three 


percent goes for hog feed, 20 percent to poul- 
try, 10 percent to beef cattle, 9 percent to 
dairy cattle and 8 percent to fat lambs, etc. 


How much corn do we need to keep live- 
stock production on an even keel? About 3 
billion bushels a year. The 800 million bushel 
reserve the U. S. will have this fall would 
keep production up for about three months. 

Come drouth, or early frost, this corn will 
be handy. Like money in the bank. 

Iowa’s big corn reserves are one of the 
nation’s assets. And quite a help to Iowa 
farm income, too. Any questions? 


Published by Wallaces’ Farmer and Iowa Homestead 


. + + + Leading Farm Publication in Iowa . . . . Des Moines, Iowa 


Are You Like An lowa Farmer... 
Buying More Than You Intend? 


Iowa farmers buy more, spend more 
than they intend to. And we know it! 
We find out the hard way ... by ask- 
ing. And we really get nosey with a 
cross section of lowa farm families. 


Questionnaires carrying more than 
600 individual queries go into the farm 
homes selected. And with just average 
Wallaces’ Farmer and lowa Homestead 
subscriber loyalty ... they give us 
their answers. 


They tell us their buying plans on 
everything from electric razors to 
grain combines. 


Then after they tell us what we want 
to know... we wonder... will they 
make good on their promises? Were 
they bragging? Or will they turn out 
to be bigger spendthrifts than they 
promised? 


We found those answers too! By 


going back a year later and asking | 


them what they bought in 1952. 


| 


They probably stuck closer to their 


- buying schedule than you did. 


They said they’d buy 17,065 grain 
elevators, and they bought 17,765. 
Over 18,000 said they would get a new 
combine, but only 17,878 did buy one. 


Homemakers said they would buy 
10,361 electric refrigerators. And then 
went to town, spent the chicken money 


for 13,612. 


‘ 


You can’t trust the lowa farm fam- 
ily when it comes to electric appli- 
ances. Men talked about buying 4,063 
electric razors and actually bought 
more than 10,300. 


That’s the way it goes. Some pre- 
dictions were right on the button. 
Some lower. But, for the most part, 
purchases were greater than predic- 
tions. 


If you want more details, write. 
Your letter of inquiry will bring you a 
full report. 


—_ Ce, 


DEPENDED ON MOST by lowa farm 
when they need information on “Weed 
and Insect Pest Control” to help the 


PUB. A 


9.3 


wFARMATION 
Prias! 


in their farming operations. 


The best media value in Iowa is the one 
farmers themselves name as their best 


source of information. ‘“InFARMation 
Please No. 2”’,a study by the Statistical 
Laboratory of Iowa State College, pro- 
vides the answer to this all-important 
question. As a guide to more sales in the 
$2 billion Iowa farm market, write for 
your copy now. 


DES MOINES, IOWA 


at 


ae 


whit 


Private "Bank"’ Deposit 


Almost one-third of the nation’s corn supply on farms was stored on lowa farms 
on July 1, 1953. Plus a lot of government corn at cross-road sites. Picture above 
shows stored corn on Benton McCone farm, Crawford County, lowa. He has 5,000 
bushels. If you don’t believe it, count the ears and divide by 103. 


Shine Up To the Farmers Wife . me 
Give Her Your Wifes’ Favorite Recipe 


If you don’t have a wife... geta 
good recipe from your mother. Or 
somebody’s mother. Then print it in 
your next farm paper ad. 

What good will it do you? Some- 
times none at all. Other times, it might 
pull a lot of women readers into your 


| ad. 


Mostly it depends on the recipe. And 
where it came from. 

A recipe from Mrs. Aimee Doe of 
hoone County, lowa, means a lot more 
than one from Chef Swizzlestick of 
Chez Ptomaine. : 

A recipe is a natural thing to a flour 
or a coffee ad. But what happens to it 
in an oil or machinery ad? 

One of our Wallaces’ Farmer and 
lowa Homestead oil advertisers tried 
it. He had a three-column ad. The 
ecipe was about 288 points deep, and 
vas half way down the first column. 
This was ad “A.” In ad “B” the recipe 
was jerked and men’s copy put in, 

Split-run readership analysis 
-howed this: 22 percent of the women 
nterviewed read the recipe in ad “A.” 
None read the substitute copy in ad 


Here’s the score. (Any This Ad) 


Men Women 
\" (with recipe) 11% 24% 
B" (without recipe) 10% 3% 


In this case, the editors got 73 per- 
nt of the readers on the page. The 
cipe pulled 22 percent in the ad. 

We supply the top Iowa traffic. What 
i do with it is up to your copy 


writers, 


Has anybody been telling you about 
the drop in farm income? It all de- 
pends on which state you're talking 
about. 


eS 6 2 


On July 15, the Bureau of Agricultural 
Economics reported that all U. S. farm 
preducts averaged 93 percent of parity. 
On the same date, lowa farm products 
average 102 percent of parity. 


» ” » 


If you want a split-run to test out any 
one factor in an ad, Wallaces’ Farmer 
and lowa Homestead will give you a 
chance. But write quick; we can only 
find room for a few. 

~ + +. 


This year, 60 percent of lowa’s farmers 
used fertilizer on their corn crop. More 
will use fertilizer on corn next year—if 
they can get hold of it. 

+ * o 


National farm production this year is 
50 percent above output in 1935-1939. 
And prices to farmers are above 90 
percent of parity this year. Prices 
were around 80 percent in 1935-1939. 

oa + * 


What do you mean by “lunch”? To city 
folks it is a skimpy meal eaten at noon. 
In the country it may be several thick meat 
sandwiches, coffee, milk, pie and cheese 


eaten in the middle of the morning and 


middle of the afternoon. Sometimes used 
as a sedative late at night — say nine- 
thirty — just before retiring. 
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Brand Franchise 
Firm to License 
Non-Competitors 


New York, Aug. 26—Owners of| 


well-advertised brand names can 


| 
| 


| 


expect to be approached soon with | 


a plan based on a new concept of 
franchising. 

A project of the newly formed 
Brand Franchise Corp., the plan 
involves licensing the use of ex- 
tensively promoted brand names 
to quality products in non-com- 
petitive fields. In explaining de- 
tails of the program, Jacques 
Traubee, president of the corpora- 
tion and originator of the plan, 
told AA, “While licensing of names 
of personalities has long been a 
common practice, this is the first 
time that highly advertised brand 
names have ever been applied to 
quality products.” 

The corporation will negotiate 
on an individual basis for both 
the brand name and the product 
manufacturer to meet specific re- 
quirements, Mr. Traubee said. 
Constant surveillance will be 
maintained over the merchandis- 
ing policies of licensees to main- 
tain quality control and brand 
protection. 


s Advantages to both parties to 
such transactions are said to be 
increase in brand impact through 
promotion in a new and different 
marketing area, for the brand 
owner, and ability to capitalize on 
brand recognition, for the licensee. 
A principal benefit to the brand 
owner, Mr. Traubee pointed out, 
will lie in extension of the brand 
name into consumer consciousness, 
at no cost to the brand owner. 


Uses Southern Radio 


U.S. Industrial Chemical Co., a 
division of National Distillers 
Products Corp., New York, has 
bought a saturation farm radio 
campaign in the South for its 
grain protectant, Pyrenone. The 
campaign, beginning Aug. 24 and 
ending Oct. 10, will be aired on 
45 radio stations in Virginia, Ten- 
nessee, North and South Carolina, 
Georgia, Mississippi and Alabama. 
The drive will be backed with 
large space ads in Farm & Ranch— 
Southern Agriculturist, Progres- 
sive Farmer and Southern Plant- 
er. G. M. Basford Co., New York, 
is the agency. 


OIL HEAT AND FUELOIL SALES TO THE PUBLIC 
AND INDUSTRY in 1952 amounted to $684 304,000 
for equipment, $1,750,053,000 for oil and 
$123,026,000 for servicing! When the cost of 
materials used by dealers and contractors is 
added to these—THE TOTAL IS $2,557,383,000! 
Here is a REAL market—and an expanding one! 

777,604 Burners and Units were sold in 1952 
making the total in use 6,345,876. As the average 
age of burners in use increases—the need for 
repairs of replacements will similarly increase. 

The dealers, excellent in their cooperation with 
FUELOIL & OIL HEAT Editors through question- 
naires, estimate that in 1953 their sales will run 
about 54% ahead of 1952—or near the 800,000 
oitheating installation mark. Over the last 5 
years, the dealers’ forecasts ran considerably 
lower than their actual sales—indicating their 
conservative thought. 

Hf your product is used in oilheating equipment, 
or by fueloil and oilheating dealers who deliver 
fueloil, you will want to place your message in 
the —— _ in the feid—FUEL- 
OW & ONL HEAT. 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 23-4786) 


Women Announce Ad Course 
The 25th annual “Survey of Ad- 
vertising”’ course, sponsored by the 


Advertising Women of New York, | 


begins Sept. 28. Designed for 
young women interested in adver- 
tising, publicity and public rela- 
tions, the coyrse consists of 18 
Monday evenfmg lectures by lead- 
ers in all phases of advertising. 
Registration for the course, which 
costs $18, may be made at the 
Hotel Astor, Sept. 23, from 6-9 


p.m. or by writing to the Adver-. 
tising Women of New York, 1233) 


Ave. of the Americas, New York. 


Monell to Lewin, Williams 
Rona Monell has been appointed 

director of fashion accounts at 

Lewin, Williams & Saylor, New 


York. She was formerly fashion | 


coordinator and publicity director 
for Wamsutta Mills. 


Pauline Gordon to Cayton 
Pauline Gordon Inc., New York 
foundation garment maker, has ap- 
pointed William D’Arcy Cayton 
Inc., New York, to handle all ad- 
vertising. Dundes & Frank, New 
York, is the previous agency. 


{ 
i 


| 


PAIR AND A SPARE—Window mannequins at Lever House, New York, demonstrate 

the variety of Lever Bros. Co. products which now include the “pair and a spare” 

offer of three Cannon nylon stoekings for $1 and a boxtop. This offer plus a Cannon 
dish towel is included with each box of Lever’s Breeze. 


Advertising Age, August 31, 1953 


‘Newspaper Linage 
Gains 7% in July; 
Automotive Up 57% 


New York, Aug. 25—Advertis- 
ing in newspapers is up so far 
this year, according to Media Rec- 
ords, which reports a 5.5% gain 
in total advertising for the first 
| seven months over the same period 
in 1952. Total lines came to 1,482,- 
448,794 as compared with last 
year’s 1,404,654,996. 

The month of July alone saw 
a 7.2% gain, with newspapers in 
52 cities reporting a total of 187,- 
997,182 lines as compared with 
175,446,937 lines for July, 1952. 

Biggest gainer in July was auto- 
motive, which went up by 57.6% 
with a total of 11,581,435 lines. 
July a year ago saw this category 
_with 7,350,503 lines. 
| General advertising was off 
'4.4% last month, dropping 1,142,- 
/272 lines from last year’s mark of 
| 25,673,769. 


Of the top 100 


National 


Q ran in 


94 used 


ORL TS 


1) General Motors Corp. .......... $20,251,551  ¥§ Packard Motor Car Co. ........ 2,800,214 34 Wm. Wrigley, Jr. Co. .......... 1,803,929 
@ Lever Ores. Co. ................ 12,878,250 8 Swift&Co. oo. 2,703,671 35 Radio Corp. of America ........ 1,748,712 
3 Colgate-Palmolive-Peet Co... 12,088,261 3% Gillette Safety Razor Co. ...... 2,681,656 36 Ballantine & Sons, P............. 1,744,917 
@ Chrysler Corp. ................. 11,702,787 = @) National Dairy Products Corp. 2,648,329 $87 Coca-Cola Co. .................. 1,682,395 
5 Ford Motor Co... 10,859,548 22 Quoker Oats Co. ................ 2,614,988 $38 Borden(o. .............. 1,681,703 
6 Distillers Corp.-Seagram’s Ltd. 9,157,887 gB Bristol-Myers Co. .............. 2,283,824 39 Hiram Walker-Gooderham & 
7 Genera! Foods Corp. ......... 8,112,999 9 Hudson Motor Cor Co. ....... 2,104,610 NS ee 1,680,834 
® Procter & Gamble Co. ........ 7,973,507 25 Liebmann Breweries Inc... 2,054,746 40 Goodyear Tire & Rubber Co... 1,675,175 
% Schenley Industries, Inc. ...... 6,354,098 96 Doubleday & Co. Inc. ........ 2,054,197 41) Willys-Overland Motors Inc... 1,562,201 
- @ National Distillers Prod. Corp... 4,610,218 = gp American Home Products Corp. 2,030,730 © 42: - McKesson & Robbins Inc... 1,523,246 
VW Standard Brands, Inc. .......... 4,312,040 = gB Timeline. ................. canes 1,973,208 43 Koiser-Frazer Corp. ........... 1,499,204 
12 General Mills Inc. ........ egaess 4,039,833 = @@ Armour & Co. 2... 1,924,859 44 Nestle Co. Ine. 200... 1,484,158 
1B Morris & Co., Ltd. Inc., Philip 3,806,571 gi WNash-Kelvinator Corp. ........ 1,919,984 45 Glenmore Distilleries Co... 1,428,829 
V4 General Electric Co. ........... 3,709,415 gh Studebaker Corp. ............. 1,904,828 46 Hunt Foods Inc. 0... 1,423,849 
US Reynolds Tobacco Co, R. J... 3,331,311 = §B Block Drug Co. ................ 1,858,104 47 Park & Tilford Distillers Corp. 1,408,053 
16 Sterling Drug Inc. .............. 2,919,483 $B International Cellucotton 48 Publicker Industries Inc. ...... 1,403,435 
17 American Tobacco Co. ........ 2,905,659 Sn 1,854,324 49 Westinghouse Electric Corp. 1,393,037 
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3 Advertising Age, August 31, 1953 a 
% O nightgown—leave a little for the| each photograph accepted for the 
ee imagination.” association’s annual exhibit. One 
OW ght Vo Kuow a. - Paul Gittings The great future in direct color more point is given for each photo 
: ayes . , arises from the ereative possibil- | selected for the association's loan 
Paul Linwood Gittings, newly He also advises that advertising ities it offers, Mr. Gittings believes, collection. 
elected president of the Photog- | photography could become more Here is how he explains it: : The collection is sent to schools, 
raphers Assn. of America, is a effective if photographers were | A perfume bottle is to be pho- *, | libraries, museums and is avail- 
= man with a message for advertis-— given more leeway. 'tographed against a black back- ‘} able to ad agencies. It is intended 
ir ers and art directors. ‘Art directors want things too! ground. The photographer makes ee to show what is the best-of-the- 
ee This _ Message boils down to precise,” is how he puts it. “They pis shot, then makes three solari- e& year in photography. 
n “Take it easy, we photographers allow the photographer no crea-| zations (over exposures) for each 
st know what we’re doing.” ; ___ tive margin. An art director should ‘of three color separations. This 's Twenty-five points are required 
Although he has specialized in say, ‘Shoot one this way’ and then | gives a total of nine negatives from | _of candidates for the M.Photog. de- 
. portraiture during his 34 years as let the photographer’s creative which the photographer works. | gree. To make it rougher, a candi- 
st a photographer—he started as a urge go on a couple of shots. He | More than 200 different prints date must present two letters from 
19-year-old loader of slides in should urge the photographer to can be produced from combina- home-town competitors recom- 
W Bachrach’s Baltimore studio and | be creative. itions of the negatives. Each print Poul Gitti mending him on the basis of his 
n now owns studios in Houston and | ; differs slightly and enables a pho- ” _ character and business ethics. 
" Dallas—Mr. Gittings has achieved @ Much photography which ap- tographer to select the one creat- .. Thirty degrees plus three hon- 
h a reputation for work in direct peals to the advertiser leaves noth- | ; ; lists and con men wut of photo 
: tt 7 ear ing the proper mood for the prod- . hp : , orary citations were awarded at 
color photography. Last year his|ing for the viewer, Mr. Gittings} (+ studios. It participated in drawing|the PAA convention in Chicago 
7 one-man show was exhibited in | asserts. ; up new trade rules and regulations | earlier this month. This brings the 
‘ the Smithsonian Institution. “Take furniture, for example,” soon to be enforced by the Federal pera pain Cs of persons holding 
; he told AA. “An advertiser wants| ® With a membership of some 6,- | Trade Commission to outlaw shady the honor to 220. Another 8,000 are 
a = He predicts that advertisers and|the grain to show and the shad- | 000 persons, the association which promotions by portrait photog- king t da it ‘ 
7 agencies soon will become more | ows to be just so. You might as, Mr. Gittings heads is the largest raphers. ae re pate ork ad of why Paul 
f interested in direct color. It of-| well look at the picture as own and oldest organization of profes- National recognition conferred | | inwood Gittings was elected to 
s fers controlled color effects un- the piece. sional photographers. by the PAA is the “master of pho- | head the organization, look at his 


, known in transparencies, he as-| “A photographer would treatthe! Its goals are raising the level of 


tography” degree. One point to- 
serts. furniture like a woman in a black | the profession and running gyp ar- 


: His ph 
ward the degree is awarded for neg hye arr gee acts 


Newspaper Advertisers in 1952 


New York newspapers, and 


the New York 


9 $0 Standard Oil Co. (New Jersey) 1,372,527 67 Seven-Up Co. ............ 1,088,131 @4 Nationol Biscuit Co... 949,271 
2 $1 Curtis Publishing Co... 1,371,047 68 Standard Oil Co. (Indiana). —- 1,074,286 85 Johnson & Son Inc, S.C... 948,419 
7 $2 Sinclair Refining Co. ........... 1,330,824 69 Wesson Oil & Snowdrift Co. Inc. 1,070,398 86 Simoniz Co. 947,211 
15 $3 Heinz Co, HI. wo... 1,298,497 70 Socony-Vacuum Oil Co. Inc... 1,064,017 @7 International Harvester Co. 912,605 
13 $4 Greyhound Corp. ............. 1,281,192 71 Motorola Inc. .......... ... 1,059,757 @® F.& M. Schaefer Brewing Co. 911,757 

$$ Eastern Airlines Inc... ..... 1,248,145 72 Continental Baking Co. Inc... 1,049,226 @ Liggett & Myers Tobacco Co. 911,161 
4 $6 Admiral Corp, 1,236,847 73 Noxzemoa Chemical Co... 1,040,412 98 Worner-Hudnut Inc. 892,534 
5 57 _E. 1. DuPont De Nemours & Co. 1,218,243 74 Consolidated Cigar Corp. 1,022,774 9} Pan American World Airways = 892,298 
1 58 Campbell Soup Co... 1,199,311 75 Brown-Forman Distillers Corp. 995,657 92 Scott Paper Co. 886,683 
‘6 59 Prudential Insurance Co... —‘1,197,707 76 Carnation Co. 983,864 93 Rubinstein Inc., Helena 874,924 
4 @ Union Carbide & Carbon Corp. 1,197,434 77 Pillsbury Mills Inc. 980,906 94 = Mennen Co. 855,388 
8 6) Avco Mfg. Corp. 1,182,726 = 78 Norwich Pharmacal Co. 978,210 95 Clorox Chemical Co. = 852,201 
9 62 Phillips Petroleum Co. ....... 1,181,982 79 Institute of Life insurance... 976,808 96 Firestone Tire & Rubber Co. 849,959 
9 re 1,136,055 80 Pocquininc. ................ 975,852 97 Block Inc., Walter J. 836,286 
4 64 Sylvania Electric Products Inc. 1,104,850 81 United States Rubber Co... 960,988 9B Americon Airlines Inc. 828,129 
5 65 Thomas Leeming & Co. inc..... 1,093,854 $2 Owen Nursery ................ 954,329 9 Sun Oi! Co. 816,294 
7 EET ene 1,088,152 83 Kellogg Co. oo... 951,486 WOO Ploush Inc. 806,617 


Of every dollar spent in New York newspapers 


in 1952 by national advertisers... 36: 


in The New York News! 


The & News. newx. 


with twice the circulation of any other newspaper in Ameri 
220 East 42nd St., New York 17; 1127 Wilshire Blvd., L: 


ngeles 17 


Tribune Tower, Chicago 11; 155 Montgomery St., San Franco 4 


was spent 


*'s Picture Newspaper 


up a total of 150 points. 


Firm Trains Plane Spotters 


National Oats Co., Cedar Ra- 
pids, Ia., as part of its fail pro- 
motion will feature a_ plane 
spotting program to acquaint peo- 
ple with U. S. plane recognition. 
A special deal for a pack of 24 
cards with color pictures of lead- 
|ing U. S. planes will be offered in 
| one-half and one-third page codmic 
ads for 25¢ and a label from three- 
|minute pop corn, three-minute 
raisin oats or three-minute oats. 
|L. W. Ramsey Advertising Agency, 
'Davenport and Chicago, is han- 
idling the drive. 


Waftle Corp. Campaigns 


Waffle Corp. of America, Phila- 
delphia maker of frozen Downy- 
flake one-minute waffles, starting 
in September will run two-third 
and one-third 7 in'two colors 
in Better Living, Everywoman’s 
Magazine, Family Circle, the First 
3 Markets Group, Good House- 
keeping, Ladies’ Home Journal, 
Western Family and Woman’s Day. 
In addition, 139 daily newspapers, 
car cards, point of sale and TV and 
radio will be used. J. M. Korn & 
'Co., Philadelphia, is the agency. 


‘Falk Promotes Williams 


Franklin C. Williams, in the 
\sales and advertising departments 
|of Falk Corp., Milwaukee, for the 
‘last several years, has been pro- 
moted to manager of sales promo- 
tion and advertising. 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Il. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 
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Many Changes in Distribution Patterns 
to Get Attention at Boston Conference 


Boston, Aug. 25—Vital changes 
in distribution now going on that 
need watching—and will get at- 
tention at the Boston Conference 
on Distribution Oct. 19-20 include: 

Larger branch stores with self- 
service methods and chain-store- 
type management, buying and 
merchandising through central op- 
erations. 

More adjustment of store hours 
to meet public convenience. 

More “scrambled merchandise” 
—lipsticks in filling stations; 
stockings, shoes and apparel in su- 


SIGHS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 


ision of 
* Manvtecturing Corporation 
900 Kibby St., Lime, Obie, U.S.A. 


"Trademarks Reg. U.S. Pet. OF. 


permarkets; orchids and hardware 
in food stores. 

More extensive use of vending 
machines. 

More pre-packaging of all types 
of merchandise. . 

More push-button home labor- 
saving machines. 

Annual new models of electrical 
appliances such as toasters, vacu- 
um cleaners, radios, television sets. 

New and different concepts on 
the use of color in home appli- 
ances, furniture and even indus- 
trial equipment. 


s These are some of the matters 
up for discussion at the 25th an- 
niversary meeting of the Boston 
Conference, Daniel Bloomfield, di- 
‘rector, disclosed today. 

“No other factor in American 
life is likely to change as much in 
|\the next 25 years as distribution,” 
|Mr. Bloomfield said. “Unless busi- 


ness men adjust their policies to 
the changes indicated, we are like- 
ly to find ourselves in a depres- 
sion.” 

The Boston Conference on Dis- 
tribution is sponsored by the re- 
tail trade board of the Boston 
Chamber of Commerce in coopera- 
tion with Harvard University’s 
graduate school of business, Bos- 
ton University college of business 
administration, Massachusetts In- 
stitute of Technology and 68 na- 
tional trade associations and uni- 
versity business schools. 


Young Leaves Coast R&R 


Marvin Young has resigned as 
radio and television director for 
the Hollywood office of Ruthrauff 
& Ryan because of a curtailment 
of national television activities on 
the coast by the agency. 


Lenard Stern Names Agency 


Lenard Stern Inc., Chicago mak- 
er of men’s ties and shirts, has ap- 
pointed Stubbs & Montgomery, 
Chicago, to handle its advertising. 


Distributors Name Two 


The fresh fruit division of Mu- 
tual Orange Distributors, Redlands, 
Cal., has appointed L. J. C. Spru- 
ance Advertising Agency, San Ga- 
briel, Cal., to handle its advertis- 
ing. Plans call for copy testing 
and spot campaigns through local 
newspapers and television. Maga- 
zines and mail order will be used 
eventually. The process fruits divi- 
sion of Mutual Orange Distributors 
has named Barnes-Chase, Los An- | 
geles, to direct its advertising. Both | 
accounts ‘were previously handled 
by J. Walter Thompson Co. 


ABC-TV Signs 3 Stations 


American Broadcasting Co. has} 
signed three more TV affiliates, | 
bringing its total to 149. They are} 
WSLS-TV, Roanoke, Va.; WLVA-| 
TV, Lynchburg, Va., and WILS-) ON 20 iy 
TV, Lansing, Mich. i 


Closes Toronto Ad Office 


Benton & Bowles has closed its 
Toronto office. The agency’s Ca- 
nadian accounts will be handled 
through the head office in New 
York. 


Si ntl ay tee sale sgflek See: 1b Ste ats 


| REAL GONE—This Revlon 3-D color page is 
| one of seven in the nation’s first 3-D news- 
| paper ad section, run by Sanger Bros. de- 
partment store in the Dallas Times Herald. 
“Anyway you look at it, the swing is to 


Sanger’s,”” the store concludes. 


@ ST.LOUIS P 


Sell the St. Louis Market the Way 
St. Louis Women's Clothing Stores Do 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Leading St. Louis women's clothing stores 
sold their share of the $53,000,000 

women's specialty clothing market in 1952 by 
using 984,763 lines of advertising in the 


ST.LOUIS POST- DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


Circulation: Over 470,000 Sunday, Over 400,000 Daily 
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Chicago 


Florida 


Tribune Tower 
E. M. ROSCHER, Manager 


311 Lincoln Road, Miami Beach, Fla 
THE LEONARD CO. 


Sanger’s Store Runs 
Ist 3-D Newspaper 


Section in Dallas 


DALLAS, Aug. 25—What with 
doodle drawings and 3-D newspa- 
per ad sections, this city seems to 
have been getting more than its 
share of unusual advertising lately. 

The doodles have been running 
here for six months (AA, Aug. 
24). The 3-D newspaper advertis- 
|ing section—the nation’s first— 
hit here in Sunday’s issue of the 
Dallas Times Herald, courtesy of 
Sanger Bros. department store. 

Originated by Henry X. Salz- 
'berger, president of Sanger’s, as 
_a combination prestige-merchan- 
|dising plan, the promotion totaled 
,eight pages, seven of which were 
in full color and in 3-D. Sanger’s 
|first considered running a 3-D 
page a day for a week, then de- 
cided to go for impact with a 
whole section. 


|@ Seven advertisers took space 
‘in the Sanger’s section, each one 
getting a full page, of which about 
half was devoted to the 3-D color 
shot. The advertisers were Revlon 
,Products Corp., Phoenix Hosiery 
Co., RCA-Victor Television, Warn- 
er Brothers Co., Munsingwear Inc., 
Coro Inc. and Eagle Clothes (for 
men). 

| The b&w first page of the sec- 
tion was half allotted to an editor- 
ial description of steps necessary 
to produce 3-D pictures in print. 
The remainder contained a Sanger 
|ad partly devoted to the David 
| White Stereo-Realist cameras. Po- 
|larized viewers were inserted in 
envelopes pasted on to Page 1. 

| All photographs were taken at 
|Sanger’s by Dallas photographer 
‘Squire Haskins, who used three 
cameras. Engravings were also lo- 
cally produced. 

Two Join Metcalf as A. E.s 

, Osmond T. Baxter, previously 
with Horton-Noyes Co., Provi- 
'dence, and John Tucker Metcalf, 
|formerly assistant to the adver- 
'tising manager of J. B. Clow & 
|\Sons, Chicago maker of water- 
|works supplies, have been ap- 
| palated account executives for 
George T. Metcalf Advertising 
Agency, Providence. 


Kohn to American Galleries 


Claire A. Kohn, formerly public 
relations director of United Wall- 
paper Inc., Chicago, has been ap- 
pointed p.r. director of Associated 


PACIFIC COAST American Artists Galleries, New 
WEST-HOLLIDAY CO., INC. York. Miss Kohn succeeds James 
puctiinaien |Silverman, who has been named 
625 Market St.. 5 assistant to the president. 
Los Angeles 
520 W. Seventh St., 14 Viking Air Promotes Morton 
Seattle . John M. Morton, editor of the 
658 Sewert St, 3 house organ of Viking Air Condi- 
Portland tioning Corp., Cleveland, has been 


520 S. W. 6th Ave, 4 


promoted to assistant advertising 
manager. 
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Department Store Sales... 


53 Sales Gains Narrow in August 


WASHINGTON, Aug. 25—U. S. de- | 
partment store sales, which have. 
hovered close around the 1952 
mark for the past several weeks, 
rang up a “no change” for the, 
week ended Aug. 15. 

In spite of a wide divergence in| 


sales records among the districts, | 


the Federal Reserve Board figured | 
the U. S. total for the week at ex- 
actly the same as in the corres- | 
ponding week of last year. The. 
result was to extend the big deal- 
ers’ ’53 sales gain. 

They are now 4% ahead of last 
year for a period of 32 weeks. This 


‘DEPARTMENT STORE 


SALES INDEX 


- 1947-49 equais 160 


Week to Aug. 15, ’53*..p95 
Week to Aug. 16, ’52* ..95 
Week to Aug. 8, ’53* ..92 
Week to Aug. 9, ’52* ..90 
Week to Aug. 1, ’53* ..86 
Week to Aug. 2, ’52* ..87 


— | 


*Not seasonally adjusted. 
pPreliminary 


compares with a 1% increase in 
the four weeks ended Aug. 15. 

Around the individual reserve 
districts, the mid-August picture 
was mainly one of sales volume 
decline, with only three showing 
increases—the Cleveland (5%), 
Chicago (4%) and Dallas (4%) 
districts. 

Biggest declines for the week 
were shown in the districts around 


Metropolitan Areas 
III seicicschatieientaisinipevies 


Be III, nccssecesssnsconsese 
Oklahoma City ............ 
eee DAS 
City 
ER 
Dallas District .................. 
Metropolitan Areas 
II. sic tidasespsbeeiesatiesianessen 


San Antonio 
San Francisco District .. 

Metropolitan Areas 
eS ee 
Downtown Los Ange- 
ID <cisctineceiinesnachosabettindisenns 


I citeihineibsaisicascuccanteaaaaanissi 
San Diego 
San Francisco- 

III, ssanitinsdicuansenteunce 

San Francisco City .. 
Oakland City ..... ies 
IID sisssnsladésdenaininsaiens 
Salt Lake City ............. 
MED -ceinpistisactinddensigaee 
Co eee eer ‘ 


r—Revised. 


Things I 


good on WCBS-TV 


vee i ce KS ws 


*Total viewer impressions per week, ARB, July 1953 


Atlanta (—9%), Boston (—8%), 
Kansas City (—5%), Richmond | 
(—5%) and New York (—4%).| 
With this in view, the wonder was | 
that the large retailers managed 
to hold their own for the week. 
% Change from ’52 | 


Week Ended 


Federal Reserve Aug. Aug. Aug. 


District, Area, and City 1 8 15 
UNITED STATES ........... —l 2 0 
Boston District ........ ue 0 1—g 
Metropolitan Area 
Lowell-Lawrence .... 6 —14 32 
Cities 
Downtown Boston ....... a4 3 —10 | 
Springfield .................... 17 1 —5) 
PTOVIGCICE chievccesecsercees 2-2 —6 
New York Districi. ........ 0 4 —4 
Metropolitan Areas 
BOE Ganvidicuistinbctnsitliniens 7 rild 7 
Rochester 3 8 3 
Syracuse 5 9 3 | 
Cities 
ae —2 1 —7 
a 2 r?7 —4 
Philadelphia District .... 1 rs —l 
City 
Philadelphia ..........s000.. —2 r9 —5 
Cleveland District .... 0) 5 5 
Metropolitan Areas 
BENE: | tioinenncminnsteisinns —# 4 —4 
Cincinnati ... 3 3 2 
ne i 11 5 
| 3 2) 
| | pene ‘ . —3 28 10 | 
Cities ! 
Cleveland. .............. 3 2 5 
Pittsburgh . ....000...... —7 4 6 
Richmond District ... —s 1 —5) 
Metropolitan Areas 
Washington .......... 9 3 —5 

Downtown Washing- 

Ce cecum peor ae 6 —10 
Baltimore ..cccccsccercesesserce =O 0 —T 
en 1 -5 -—3 

Atlanta District ................ 4 4 — 9 
Metropolitan Areas | 
BRISTUMMMAET 6.0ccececresssceee 2-2 —6 
Jacksonville «0.0.00... 5 0 -—8 
IN cittetdieswsscincuccsneosesies 7 7 2 
SED sitiiniiniisnicnitie 5 1 —5 
Augusta ........... ; —15 —l1l —I18 
New Orleans . 3 ra —27 
Nashville ..... , 6 10 1 

Chicago District 1 2 4 
Metropolitan Areas 
II. ssensctsccsens —5 —§ 4 
Indianapolis ................... 8 8 10 
J = 10 9 2 
Milwaukee ..............  —Il 4 1 

St. Louis District a oc —B o —! 
Metropolitan Areas 
Little Rock ............... 6 —12 —3 
Louisville .........c00ccccccceee 7 1 0 
St. Louis —2 2-3 
Memphis —5 —2 2 

Minneapolis District ...... 8s —2 —! 
Metropolitan Areas 
Minneapolis-St. Paul.. 8 —3 0 

Minneapolis City ...... 10 —3 1 

| a. if . ee ; 5 —2 -—3 
Cities 
Duluth-Superior .......... 5 4 —6 

Kansas City District ...... —_—% —2 —j5 


c 


— + Prospecting for customers? 


Use Trade Mark Service 
in the ‘yellow pages’ of 
the telephone directory. 


ge. 


<4 
Be 


WhAA malt ni 


You can get further information by calling your local Telephone 
Busir::s Office or looking in Standord Rate & Data (Consumer edition.) 
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Starting October 21st as a 25¢ weekly, JUDGE will be available only at leading 
newsstands except for a select list of charter (numbered) subscriptions at 
$10.00 per year. There will be no special offers or complimentary subscriptions. 
Distribution 200,000. Advance indications from the country’s leading 

magazine distribution organizations indicate a sell-out. | 
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KDYL-TV-AM Split Statt 


Following the pattern set by Na- 
tional Broadcasting Co., KDYL 
and KDYL-TV, Salt Lake City, 
have divided their sales staff on 
the local level. Douglas R. Claw- 
son will direct the sales operations 
for both stations with a staff of 
six salesmen, three working on 
television, three on radio. 


Bows as Business Consultant 


D. R. Mackenroth, formerly gen- 
eral manager of Lawson Milk Co., 
has become a business consultant 
on sales, merchandising and other 
management problems, and has 
opened offices in the First Nation- 
al Tower, Akron. 


Gadget Letters 
They demand attention, inveigie read- 
ing and, if deftly handled, can SELL! 
One series 26 years old. Send for suc- 
cess story. Please write on your letter- 


head. Chicago phone HArrison 7-9187. 


eat Soh -* Wott y bt 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


French Law Protecting Commissions 


Makes It Hard to Shift Agencies 


Ancient ‘Droit de Suite’ 
Tends to Freeze Client 
Relations with Agency 


Paris, France, Aug. 27—Ameri- 
can advertisers and agencies have 
bumped into an old French law, 
embedded in the jurisprudence 
since the Napoleonic Code, which 
tends to eliminate competition in 
the agency business and to freeze 
client-agency relationships. 

It is called droit de suite (right 
of succession) and is intended to 
protect all business operating on 
a commission basis. If such a busi- 
ness loses an account, the succes- 
sor must pay one year’s income to 
the former as damages for taking 


over the account. 

In the postwar period, droit de 
suite has given way to a large ex- 
tent to a modification, indemnite 
de depossession, which is not au- 
tomatic and allows for some nego- 
tiation toward settlements. 


# A leading American manufac- 
turer operating in France placed 
advertising through a 
agency for several years. The com- 


pany decided to make a change, 


and dismissed the agency. Later it 
appointed the Paris office of an 
international agency to handle the 
account. While the former agency 
has since gone out of business, the 
new agency realized it was as- 
suming the liability inherent in 


~ 


droit de suite and has been en- 


deavoring to negotiate a _ settle- 
ment. Several million francs are 
involved. (At present rates of ex- 
change, a U. S. dollar is worth 
about 350 francs.) 

Sometimes an agency that takes 


‘over an account has an unfortu-. 


nate experience. In one case re- 
ported to AA, an American man-' 
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larger agencies control many im- 
portant media, and in not a few 
instances represent media as well 
as advertisers. Since the practice 
has been upheld by the courts, and 
is well established by precedent, 
it is believed that a long educa- 
tional process may be required to 
eliminate it. 

Because of American interests 


ufacturer appointed a new agency among both advertisers and agen- 
in France intending to promote a| cies having been involved in some 


well-known brand of dentifrice. 
This agency agreed to pay its 
predecessor a substantial amount 


recent cases of agency-client 
changes, the American Assn. of 
Advertising Agencies has had rep- 


over the next several years, cov-| resentatives here investigating the 


ering its presumed loss of profits. 
French | 


Then the manufacturer decided 
against advertising, and so the 
agency has the account, but no 
billing. 


@ French advertisers have op- 
posed droit de suite through their 
national association, but it is sup- 
ported by most agencies and me- 
dia. Unfortunately, some of the 


What happened to READERSHIP 


“Before and After’ surveys show 
Progressive Grocer stronger than ever 
in super markets and superettes 


Ix Ocroper, 1952, Progressive Grocer changed from 
“pocket” to “standard” size. The change was made to 


permit improved editorial 


able type, greater flexibility in the use of photographs 
and illustrations, and, in general, a more attractive 
arrangement of editorial features and advertisements. 


We were sure that the new, enlarged format would 
bring about wider readership, increased helpfulness to 
the reader, and, in turn, more usefulness to advertisers. 


Cueckinc on this, we sponsored two independent read- 
ership studies. One was made four issues before the 


change of size; the other 


A comparison of the results dramatically proves that 
the change was a good one . . . for Progressive Grocer, 
its readers and its advertisers. 


tyes : 


As of January 1953 


THIS IS THE PROGRESSIVE GROCER MARKET 


$14.4 BILLION — 
43.8% of sales | 


to STANDARD 


when Progressive Grocer changed from 


treatment—larger, more read- 


was made eight issues after. 


NOW STRONGER THAN EVER 
IN SUPERS AND SUPERETTES 


Per cent reading Progressive Grocer regularly — 


80% 


80% 


70% 


60% 


POCKET SIZE 


Nearest competitor's ‘regular’ 


from 59% to 55% in super markets and superettes. 


AND — votes for Progressive Grocer as the ‘‘most 
helpful” publication went UP 22%. Progressive Grocer 
scored 3 times as many votes as the nearest competitor. 

Full details on request. 


STANDARD SIZE 
readership dropped 


. 78% of U.S. grocery business 


nh Sd ei AS 
$11.4 BILLION: 
34.7% of sales 


PROGRESSIVE 


GROCER 


-the magazine of 


oni 


SUPER MARKETS and SUPERETTES 


NiBIe) 


New York, 161 Sixth Avenue, Algonquin 5-2100 
Chicago, 111 N. Wabash Avenue, Central 6-3070 


Los Angeles, 1127 Wilshire Blvd., Madison 6-1271 


matter. 


a In New York, agency men ac- 
quainted with the French practice 
theorized that it follows the legal 
principle in France that a profes- 
sional is entitled to remuneration 
upon the loss of a client. 

Other agency men have noted 
that French media seem to be the 
key to the situation, since the old 
practice of droit de suite—which 
has been generally abandoned 
since the war—was apparently de- 
signed to protect a host of small- 
space canvassers who in the aggre- 
gate brought in a lot of linage. 
Media apparently do not distin- 
guish between these canvassers 
and the advertising agency. 


m French observers feel that ad- 
vertisers would like to have the 
principle changed, but this is dif- 
ficult because media frequently 
block commissions to the new 
agency until they receive a letter 
from the old agency certifying that 
an indemnity agreement has been 
reached. 

In prewar days, droit de suite 
hurt advertisers, which often had 
either to pay double commissions 
or give up good media. The latter 
‘choice applied only because the 
“right of succession” applied only 
_ to media in which some advertis- 
‘ing had been placed during the 
_previous year. 

During the ’30s, the Assn. of Ad- 
vertising Trades was able to im- 
| pose strict control on agency-cli- 
ent relationships. This association 
was recognized legally in 1906, 
and in 1914 drew up a “Code of 
Advertising Usages,” which in 
part provided that: 

1. The agency had the right to 
insist on renewal of a contract un- 
less it is definitely guilty of negli- 
gence or mismanagement. 

2. No advertiser might give an 
account to a new agency unless 
he awards one year’s commissions 
to the former agency. 

3. Commission dates would be 
the execution date of the last order 
placed by the former agency. 

4. Commissions applied only to 
media where orders were placed 
by the former agency; all new 
media may give commissions to 
the new agency. 


e Advertisers were warned that 
disclaimers of the “right of suc- 
cession” should appear in the or- 
iginal contract between advertis- 
er and agency, not in renewals. 

Evidently, the year’s commission 
in those days was not always the 
full price of changing an account. 
It looks as if agencies were en- 
'titled to something like a sliding 
,scale. If an agency served six 
|months to six years for a client, 
|it got the full commissions for a 
year after severance. If it had 
| served longer than six years, it got 
/a year’s commissions, plus half 
'commission for several years fol- 
| lowing. 


|@ In one case, the agency—which 
had served for 20 years for the 
client—was awarded a year’s full 
commissions, plus four years of 
half commissions. The association 
was willing to consult with adver- 
tisers on the problem of changing 
agencies, and rendered a special 
decision on the circumstances in- 
_volving the change. 

, The Indemnite de Depossession, 
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HI, NEIGHBOR—Faster’n you can say “Hi, 

Neighbor,” this grocer testifies that his 

supplies of Narragansett beer were all sold 

out. Narragansett Brewing Co., Cranston, 

R. |., ran the ad in newspapers throughout 

New England through Cunningham & 
Walsh, New York. 


which has replaced droit de suite 
in the postwar world, is not auto- 
matic; it is subject to examination 
and discussion between the new 
and old agencies. However, if the 
agencies cannot negotiate a settle- 
ment, then it is decided by an ar- 
bitrary counsel formed for that 
purpose as part of the French Fed- 
eration of the Advertising Organi- 
zation. 


ew The indemnity may vary from 
nothing to several million francs. 
It does not give the former agency 
the right to any particular medi- 
um’s commission, but only to a 
sum, or a certain percentage of 
income deriving from an account, 
regardless of media. | 

Some French observers think the 
precedure is wise, considering the. 
climate in which French advertis- 
ing operates, and feel that the le- 
gal barrier has kept advertisers 
from being unduly rapacious. 

However, the indemnity is no 
longer necessarily 12 months’ bill- 
ing—it may be considerably great- 
er or smaller—and where droit de 
suite was foresworn by some ad- 
vertisers, who insisted on having 
it removed from their contracts 
with an agency as a condition of 
obtaining the account, some ad- 
vertisers have insisted on the new 
indemnite de depossession in con- 
tracts. 


ws Agency men, a_ philosophical, 
lot in France—as in the U. S— 
have sometimes said that in a 
country where one must pay “key 
money” to the former occupant of, 
an apartment on taking it over, 
there seems nothing novel in pay- 
ing for the privilege of taking 
over someone’s account. After all, 
one may recover your outlay on 
one's next renting or upon losing 
the account—thus adding.an ele- 
ment of speculation and invest- 
ment. 

French agencies view the prob- 
lem of indemnity with equanimity, 
somewhat as many a U. S. busi-| 
ness man views the problem of, 
alimony. U. S. agencies may feel 
that it is an added cost of doing 
business which is difficult to ra-| 
tionalize economically, but as long | 
as advertisers and media feel it is 
proper they have little opportun- 
ity to change a practice rooted in 
law and tradition. 


Eversharp Names Reynolds 


Eversharp' International Inc., 
maker of Schick injector razors 
and blades and Eversharp writing 
instruments, has named E. W. 
Reynolds Ltd., Toronto and Mont- 
real, to handle its advertising in 
Canada. 


Simpson Heads B&O Railroad 


Howard E. Simpson, executive 
v.p. of Baltimore & Ohio Railroad 
Co., Baltimore, has been elected 
president. He succeeds Col. Roy B. 
White, who becomes board chair- 


Appoints Kinnard & Kinnard 


Plasti Industries Inc., Winona, 
Minn., maker of protective foot- 
wear and Snow Stormers, has ap- 
pointed Kinnard & Kinnard, Min- 
neapolis, to direct its advertising. 
Trade and consumer advertising 
will be used. 


Three Buy KNEM 
KNEM, Nevada, Mo., has been 


/purchased from Cecil O. Roberts 


by John Blake, E. William George 
and Galen O. Gilbert. Mr. George 
will be station manager. 


Lacey Elects Boese V. P. 


Edward H. Boese Jr. has been 
elected a v.p. of Jack Lacey Ad- 
vertising Agency, Tampa, Fla. He 
has been with the agency since 
1946, serving as art director and 
production manager. 


Names California Agency 

Heidelberg Brewing Co, Ta- 
coma, has appointed Hoefer, Diet- 
erich & Brown, San Francisco, to 
handle its advertising in Califor- 
nia. Market and media studies are 
now being made. 


AT LOWEST PRICE 
IN TV HISTORY ! 


into your TV spots at economy rates. 
Send in your Storyboards for quotes 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


@_*Pokane 776 Miles 


sx. ian “See i’ Pachkher 


San Francisco. 


Los Angele® 
e — 


A 


Portland 834 Miles 


as 


by advertising in coastal cities 700 miles or more distant. 


PERFECT TEST MARKET 


Wor MOSIOYO 1) WI bility tnescufial le wih 
“pout of Nhe 6. ly " pslos Wheerting 


MARKET FACTS— 


@ Sale Lake City is vastly important as a sales point — since it is the largest 
city in the 1300-mile expanse between Denver and San Francisco, and does 
the major distribution job for an area 14, the width of the United States — 


virtually from Canada to Mexico. 


@ Metropolitan Salt Lake City population has reached 300,000, And is the 


galt Lake Cis, 
=~ Ogden 
Market 


A distinctly independent and unified trade area virtually unaffected 


a 


_553 Miles Denver 
ee 


second fastest growing area in the nation with 3,000,000 money spending 
tourists annually. 


® In 


the heart of a rich) market. 


exceed $1-billion annually. 


Income payments to Utahns alone now 


Your Adicrtisng Agency has all the facts. 
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Along the Media Path 


e Recognizing the growing impor- 
tance of research in business and 
industry, Business Week has es- 
tablished a research department. 
It will report on the types of re- 
search being carried on in the so- 
cial and economic fields as well 
as in the physical and chemical | 
sciences. It also will study how) 
companies establish their research | 
programs and finance them, and 
what criteria are used to deter- 
mine the success of the research. 
John W. Fockler, assistant indus- 
trial production editor, has been 
named research editor for the 
magazine. 


e A test comparing the sales ef- 
fectiveness of radio and newspa- 
pers for the midwestern depart- 
ment store chain, Block & Kuhl 
Co., gives the cigar to radio. Ac- 
cording to seven three-day tests 
made by the Advertising Research 
Bureau and financed by Broadcast 
Advertising Bureau, three out of 
every five customers brought in by 
the two media were lured by radio. 
Radio was nearly two to one over 
newspapers in terms of sales vol- 


“LET’S BUY 
THIS” 


SAYS THE G 
..TO HIS BUDDY 


SAYS THE SKIPPER 
..TO HIS MATE 


| handbook series, 


|e Seventeen, 


ume produced. The two media 
combined were responsible for 
80% of the total dollar sales. These 
and other facts are presented in a 
report, “Block & Kuhl Counts Its 
Customers,” available from the 
BAB, 270 Park Ave., New York 17. 


e National Broadcasting Co. re- 
ports more than 70% of its affil- 
iates are joining in on its fall ad- 
vertising campaign. The coopera- 
tive drive, which is in its fourth 
year, adds television for the first 
time. Newspapers will be used to 
promote the various NBC shows, 
backed by heavy on-the-air an- 
nouncements. 


e An illustrated folder by Mc- 
Graw-Hill International describes 
the various services offered to cli- 
ents by its overseas operations and 
how the seven export magazines 
are compiled and news gathered. 


e A special 16-page section Aug. 
16 in the Sunday Herald & Review, 
Decatur, Il., hailed the first full 
commercial on-the-air day of 
WPTYV, Decatur. 


e Collier’s back-to-college men’s 
wear section appears in the Sept. 
18 issue, out Sept. 4. The section 
will consist of a three-page, full- 
color editorial feature, showing all 
items of apparel for the 1953-54 
line. About 100 stores will parti- 
cipate, tying in with display post- 
ers, placards, newspaper mats and 
table tents supplied by the maga- 
zine. t 

Vogue gets in on the college 
men’s wear idea with its own pro- 
motion, featured in the Aug. 15 
issue. The publication’s editorial 
report will be used by some 51 
department stores and men’s shops 
as a merchandising tie-in. They 
will use promotional material sup- 
plied by Vogue. 


e Science & Mechanics has added 
two titles to its “how-to-do-it” 
“Photo Crafts- 
man,” which aids camera fans in 
learning how to make and use pho- 
tographic equipment, and “Sports 
Craft,” for sportsmen interested 
in selecting, repairing, making and 
using sports equipment. Both sell 
on newsstands at 50¢ a copy. 


breaking a_ policy 
against offering teen-agers a Man- 
hattan holiday as a contest prize, 
will sponsor a four-day trip to 
New York this November to the 


Zz 


which will be sold only in drug stores, and 


cover of the book will feature the 


three top national prize winners 
in its third annual doll contest in 
‘behalf of the Save the Children 
Federation. This year, 47 depart- 
ment stores in the country will 
hold regional doll contests. Na- 
tional judging will be held in New 
York in October. All dolls en- 
tered, winners and non-winners, 
are-sent to needy children over- 
seas in time for Christmas. 


e “Profile of a Dealer,” a study 
of the trading area, selling meth- 
ods and buying habits of the of- 
fice supply and equipment dealer, 
is available free to readers who 
mention AA. Requests should be 
addressed to Office Appliances at 
one of its three offices, 600 W. 
Jackson Blvd., Chicago 6; 100 E. 
42nd St., New York 17, or 2633 
Military Ave., Los Angeles 64. 


e The New York Times has pub- 
lished a detailed analysis of its 
circulation in a new 20-page book- 
let. Included are breakdowns for 
its circulation by states, cities of 
100,000 or over and in geographical 
sections. 


e@e The Omaha World-Herald has 
released an analysis of its circula- 
tion in Nebraska and western 
'Iowa. Copies are available from 
the newspaper’s national advertis- 
jing department. 


_e@ The September issue of School | 


'Arts, published by’ Davis Press 
Inc., Worcester, Mass., is in a com- 
| pletely new dress. The radical re- 
designing job was done by the 53- 


year-old magazine’s new editor, 


FAMILY MODEL—Robert Guinn (left), publisher of Family, new consumer magazine 


Henry Rosenfeld, manufacturer of women’s 


wear, seem to like the Rosenfeld dress designed for the magazine. The October 


dress, as will drug store windows. 


D. Kenneth Winebrenner, profes- 
sor of art, State University College 
for Teachers, Buffalo. 


e Two magazines are tying in with 
the National Home Furnishings 
Show in New York Sept. 17-27: 
McCall’s and Today’s Woman. Mc- 
| Call’s features an all-plastics room 
| in an article in its September issue 
/which will be reproduced at the 


| show. The McCall’s article includes | 


-a complete directory of plastics 
| materials used in the room, noting 


both manufacturer and basic or, 
'trade name. A further listing, on) 
|another page, credits retail stores | 


across the country featuring plastic 
exhibits during September. 
Today’s Woman will have two 


show which it will decorate. The 
apartments will be promoted edi- 


ing in with colors in the decora- 
'tions is Martin-Senour Co., Chi- 
cago paint maker, which will run a 
four-color page in the October is- 
sue and which will feature its col- 
ors at the show. MacFarland, 
| Aveyard & Co. is the Martin-Sen- 
| our agency. 


_e@ Department of New Laurels: 
| With 192 pages of advertising, 
| the September issue of Glamour 
has its biggest advertising volume 
in six years. It marks a 32% in- 
'crease over September, 1952. 
Total paid advertising in the 
September Popular Mechanics in- 
creased to 157 pages from 149 
/pages in the September, 1952, is- 
sue. 
Aviation Week’s air research 


SAYS THE PILOT 
..TO HIS CREW 


when they read 


your ad i, 


ARMY TIMES > NAVY TIMES 


AIR FORCE TIMES 


The Network of Weekly 
Service Newspapers 


Market data book yours for 
the asking at nearest office. 


| 
| 
| 
} 


ARMY TIMES 


PUBLISHING CO. 
3132 M ST., NW, 
WASHINGTON 7, D.C. 


NEW ROOM FOR TRAVEL—Advertising people 
traveling in groups between Chicago and St. Louis like 
the luxurious privacy of the new “Blue Bird Room” 
aboard the Wabash Domeliner Blue Bird. Refreshments 
and meals can be enjoyed in the “Blue Bird Room,” 


{ADVERTISEMENT ) 


which may be reserved before train departure time with 
six to ten first-class tickets. The beautiful Blue Bird 
also features Dome seats (no extra charge), diner and 
cocktail lounge, as does the Wabash Domeliner City of 
Kansas City, between St. Louis and Kansas City. 


fully furnished apartments at the) 


torially in the October issue. Ty-'| 
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and development command issue 
in August is the largest ever pub- 
| lished by the McGraw-Hill maga- 
| zine. It had 454 pages, 308.26 pages 
of it advertising. 

_ Coincident with the first issue of 
_Argosy carrying the increased 
| guarantee of 1,250,000 copies, the 
October, 1953, issue shows linage 
|gains of 5.4% over October, 1952. 
‘Revenue for October, 1953, is 
|19.3% over the same month last 
year. 


e The news film department of 
| National Broadcasting Co. is cel- 
| eeoeting its eighth anniversary by 
j/having its staff correspondents 
| around the world send U. S. radio- 
|TV editors postcards. One editor 
reports a great infiux of postcards 
|from such faraway places as For- 
'mosa, New Zealand, Oslo, Singa- 
| Pore and San Juan. 

e United Transit Co., Providence, 
'R. I., local bus company, and 

WEAN, Providence radio station, 
/have engaged in an unusual space 
| for time advertising swap. The bus 
_company gets 13 one-minute spots 
'and one 15-minute show a week 
‘over WEAN in return for giving 
'the station car card space on all 

UTC buses, about 400 a day. The 

deal involves no money and is for 

a year. Barter was made on the 

basis of the two companies’ rate 

cards. 


“WE'LL BUY 
THIS” 


say Air Force families 


In Great Britain, Europe & North Africa. 


when they read 


The circulation and readership of 
AIR FORCE DAILY, published 
from London 5 days a_ week, 
parallels exactly the sweep of 


AFEX (Air Force Exchange) 
System throughout United King- 
dom, Europe and North Africa. 
AIR FORCE DAILY, at one low 
cost, functions as both your con- 
sumer paper and your trade journal 
within the entire AFEX orbit, a 
$50,000,000 sales target. 


Full market and “How To Sell” 
details are yours for the asking. 


AIR FORCE DAILY 


an 
ARMY TIMES PUBLISHING CO. 
publication 
HOME OFFICE 
3132 M ST. N.W., WASHINGTON 7, D.C. 
LONDON OFFICE 
102 Park ST., W. 1, LONDON 
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Fred T. Whiting, 62, 
Westinghouse V.P., 
Dies While Fishing 


Cuicaco, Aug. 25—Fred T. Whit- 
ing, 62, v.p. in charge of the Mid- 
America region for Westinghouse 
Electric Corp., died Aug. 20 while 
on a fishing trip in Canada. Mr. 
Whiting’s body was found two 
days after he had gone on ahead 
of a fishing party headed by 
Gwilym A. Price, Westinghouse 
president. 

Mr. Whiting was graduated from 
Iowa State College in 1913 as a 
mechanical engineer and joined 
Western Machine Co., Pittsburgh, 
now a part of Westinghouse. In 
1917 he was transferred to the Chi- 
cago sales staff of the company but 
shortly thereafter joined the Army, 
and rose to the rank of major. 

Mr. Whiting rejoined Westing- 
house as a sales engineer and after 
a succession of promotions during 
the ’20s became head of the mid- 
western division, in charge of all 
apparatus sales and every West- 
inghouse activity in six midwest- 
ern states. In 1942, he was awarded 
the Westinghouse Order of Merit 
for “outstanding leadership.” The 
following year he was elected a 
V.p. 


HUBERT A. HAGAR 


New York, Aug. 26—Hubert A. 
Hagar, 72, divisional v.p. of Mc- 
Graw-Hill Book Co., and for more 
than 40 years a leader in business 
education and textbook publish- 
ing, died yesterday after a short 
illness. 

A native of Illinois, Mr. Hagar 
became manager of the Chicago 
office of Gregg Publishing Co. in 
1911. Six years later he came to 
New York as general sales man- 
ager. After the Gregg organiza- 
tion was made part of McGraw- 
Hill Book Co. in 1949, Mr. Hagar 
was made a divisional v.p. He was 
the author of “Applied Business 
English,” and several other books 
on English and correspondence. 


ELLIS T. GASH 

Cuicaco, Aug. 26—Ellis T. Gash, 
56, v.p. of Burnet-Kuhn Advertis- 
ing Co., died yesterday after suf- 
fering a heart attack. 

Mr. Gash had been with Burnet- 
Kuhn a little over three years. Be- 
fore that, he was with Campbell- 
Mithun in Minneapolis and ran his 
own agency, Ellis T. Gash & As- 
sociates, in Chicago for several 
years. He also represented Sun- 
set Magazine for a time before en- 
tering the agency business. 

Mr. Gash was known in Chicago 
advertising circles as an expert 
on printing and paper and at one 
time directed a publication called 
Modern Advertising. 


DAVID O’CONNELL 

Boston, Aug. 25—David O’Con- 
nell, 52, sales representative since 
1932 with F. H. Birch Co., outdoor 
advertising company, died of a 
heart attack Aug. 22 while vaca- 
tioning at Cape Cod. 

A native of Worcester, Mass., | 
Mr. O’Connell originally entered 
the outdoor advertising field as a 
salesman for John Donnelly & Sons | 
here. In 1932 he joined Birch Co., | 
for which he handled national and 
local sales. 


BERNARD M. KIRSCH | 

BRADFORD, Pa., Aug. 25—Bernard | 
M. Kirsch, 53, former director and | 
v.p. of sales for Pennsylvania Elec- | 
tric Co., died yesterday in Brad- 
ford Hospital. He had been v.p. | 
since 1941 and resigned last Sep. 
tember because of a heart condi- 
tion. 


CARL A. MILLER 

New York, Aug. 25—Carl A. 
Miller, 62, v.p. in charge of adver- 
tising and public relations for Ir- 


heart ailment. 
Born in East Millstone, N.J., 
Mr. Miller received his bachelor 


of arts and civil engineering de-— 
grees from New York University. | 


He served in World War I as an 
aviator and in World War II as a 
lieutenant colonel with the allied 
military government in Italy. He 
joined the trust company in 1919 
and became senior v.p. in 1950. 


BEN C. ZOREK 

PHILADELPHIA, Aug. 25—Ben C. 
Zorek, 49, advertising manager of 
Ocean City Mfg. Co. and Montague 


Rod & Reel Co., died Aug. 21. 

A native of Philadelphia, Mr. | 
Zorek had been a member of the. 
Ocean City-Montague executive 
staff since June, 1952. Prior to that 
he was general manager of the 


‘ving Trust Co., died Aug. 23 of a delphia Record and Camden Couri- 


er-Post in news, editorial and 
feature promotion work. Later he 
was associated with Cuneo Eastern 
press for five years as production 
expediter for Life and Time. 


JAMES E. KELLER 

READING, Pa., Aug. 27—James E. 
Keller, 51, former general manager 
of the Reading Eagle-Times. died 
yesterday of a heart attack. 

He resigned as general manager 
of the Reading newspapers last 
June after 21 years of service. He 
previously had worked in the ad- 
vertising departments of newspa- 


pers in Easton, Pa., Cleveland, | 
Rockford, Ill., and Yonkers, N. Y. | 
H. L. BERGREN 


Cuicaco, Aug. 26—H. L. Bergren, | 
48, assistant general sales mana- 


Havertown Printing Co., where he | ger of Kraft Foods Co. and a res- | 
specialized in sales and advertis-| ident of Barrington, IIl., died Sun-| 


ing estimating. 


His earlier experience included | 
14 years with the former Phila-| 


day in Wesley Memorial Hospital. | 
Mr. Bergren started his career 
with A. E. Wright Co. in 1922, and! 


continued in his sales capacity with 
the acquisition of Wright by Kraft. 
In 1949, he was appointed Kraft’s 
assistant general sales manager. 


C. W. HOEFER 

Aurora, Itu., Aug. 25—Charles 
W. Hoefer, 62, former publisher 
and general manager of the Auro- 


ra Beacon-News, died here yester- | 


day in Copley Memorial hospital. 


Mr. Hoefer began his career on 
the old Joliet News, and later 
came to the Beacon-News as a 
member of the advertising staff. 
He retired as publisher and gen- 
eral manager in 1951. He was 
noted as a promoter of parks and 
recreation in the Fox River Valley 
area, and in 1949-50 he headed 
lllinois Daily Newspaper Markets 


—— 


12 YEARS .. 


‘Ss 


_ For the same 


agencies ... There's a reason 
CHARLES F KUONI STUDIO 
br Ploiegraply. 


61 WEST ERIE CHICAGO ll °* 


Inc., a newspaper association. 


Telephone SU 7-4483-4 
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lime Buyers 


More Than Others 


We figure a time buyer is more interested in 
salary than in the size of Big Aggie Land (WNAX’s 
countrypolitan market spread over Minnesota, 
the Dakotas, Nebraska, and Iowa). Nevertheless, the 
653,500* families of Big Aggie Land have an 
effective buying income of $2,918,419,000.* In 80% 
of their homes, WNAX-570 is heard 3 to 7 times 
a week. These data are actually pertinent to the salary 
question—W NAX-570 promotions have a way 
of leading to promotions. 


*Sales Management data. 


WNAX-570 


Yankton-Sioux City 
A Cowles Station 

Represented by The Katz Agency 

CBS Redio 
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Doesn't Smoke PMs and 
Tells Why in Certain Words 


To the Editor: Over the years I 
have watched and evaluated, both 
as an advertising man and as a 
smoker, the advertising of the 
great cigaret dynasties as 
struggle to out-scream one anoth- 


er. I have enjoyed, much as a kid} - 
joyed ch as a kid | customer doesn’t violate every rule 


at a sideshow, reading or listen- 
ing to the fantastic claims of su- 
periority. Yes, I’ve also often won- 
dered how much of it actually 
sells cigarets. 

During the last several years I 
have been increasingly annoyed 
and disgusted with the efforts of 
Philip Morris. The medical claims 
and the “no other cigaret can make 
that statement” themes were bare- 
ly tolerable but the “something 
wonderful happens when you 
change to Philip Morris” almost 
induced regurgitation. As though 
a drag off of a PM would trans- 
port the victim to a never-never 
land of the gossamer substance 
dreamed up by Coleridge! 

Now, to the point. Horace Heidt 
used to do it on his Pot-O-Gold 
Show. The inference—hell—rep- 
rimand that I owe it to Philip Mor- 
ris to buy cartons of their weed 
because of the great work they are 
doing with budding talent. Now, 
Capt. Braddock is pointing his 
bony finger at me and with those 


Our hobby 


2 7. 
arog is setting small ads 
\ 
When the cost of inquiries has to be kept 
* low, and the professional appearance of 


JA VY P., your small ad retained, our services fit the 


WALK advertising typography 


they | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


burnt-hole-in-blanket eyes of his 
boring through my screen he is 
chiding me that PM deserves my 
complete patronage because PM is 
making possible the fine service to 
humanity the Racket Squad is 
performing. 


gence can you get! If shaming the 


of selling, let alone taste, I ever 
heard of, IV’ll rack up! 

I’m an Old Gold smoker and 
was long before they said, “OG’s 
cure just one thing—the world’s 
best tobaccos,” which to me was 
the best and most welcome cigaret 
headline I ever read. 

Bruce H. SIELAFF, 

Bruce Sielaff Co., Minneap- 

olis. 

© > * 
Agency Questionnaire Sound, 
Client Pleased, BAGH Says 

To the Editor: Your lead edi- 
torial of Aug. 10 criticized a ques- 
tionnaire that we had sent to sev- 
eral agencies on behalf of one of 
our clients as being slanted in the 
wrong direction and, consequently, 
a waste of time in a program of 
agency selection. 

However, we think our effort 
has been of moderate cost to all, 
particularly compared with the 
weeks of time and thousands of 
dollars agencies may spend on 
other presentations. Furthermore, 
our client feels that it has been 
very productive. 

We are pleased that 90% of the 
agencies approached answered our 
questions as best they could or 
thought they should, and 75% of 
these gave complete replies. The 
answers showed substantial dif- 
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no doubt about 


**2599 factories and 225 farms— 


it, professor, the 


. |questions without destroying the 
How insulting to one’s intelli-| client’s purpose in having our firm 


‘data reported, as expected. Our cli- 
ent feels that these differences will 
help him to decide which agencies 
it will be most profitable to talk to. 

However, we cannot offer fur- 
ther evidence on the merits of the | 


ask them. The truth of the matter 
is that we did not seek this assign- 
ment, and if any client asked us 
to pick a specific agency for him, 
we would not have considered 
handling the job. We think agency 
selection is properly a pretty sub- 
jective matter and we participate 
only in those limited preliminary 
phases that can be considered ob- 
jective. Our client had found in- 
adequacies in relying solely on 
opinions of others, which were by 
no means in agreement. 

We suspected that we might 
touch off some differences of) 
opinion, but we frankly had not) 
expected your editorial. We can 
illustrate another type of opinion | 
by quoting letters we received | 
from principals of leading agen- | 
cies who expressed opposite views: | 


“Your questionnaire is unusually | 


effective. It seems to cover every-| 
thing except the human equation, | 
which of course can only be 
reached through personal inter-| 
views.” 

“I think your questions are well | 
taken as a first step in the selec- 
tion of an advertising agency to 
meet the particular needs of your. 
client.” 

“This new approach to the selec- | 
tion of an advertising agency is, 
at first glance, rather startling. 
Upon ‘further examination, it ap- 
pears to be a sound, logical meth- 
od of preliminary evaluation.” 

We had other comments, a few 
alony: the lines of your editorial, 
but actually, we largely detected 
in our replies only a preference for | 
an agency to present its story in 
its own way. With this we are 
100% sympathetic. Our client will 
invite some to do so. 

There may well be ways in 
which our questionnaire might be 
improved. However, we hold the 
opinior that the efforts of our 
client and of ourselves are sound 
from this particular set of circum- 
stances. It might be illuminating to 
your readers to let our question- 
naire and its covering letter speak 
for themselves. We hereby invite 
you to reprint the attached copies 
in full. [Editor’s Note: Space pro- 
hibits such reprinting. Both ques- 
tionnaire and accompanying letter 
were reasonably well briefed in the 
editorial.] 


T. W. SNEAD, 
Booz, Allen & Hamilton, Man- 
agement Consultants, Chicago. 


Promotion Pressure Has 
| Grocer on the Spot 


To the Editor: The other day I 


| Stopped in to see one of our grocers 


who operates a_ neighborhood 
store. We were discussing business 
in general and the grocery busi- 
ness in particular. This grocer is 
lan advertising grocer. He uses 
| space in our newspaper every 
week and is successful. The letter 
carrier came in and left five 
(count ’em) notices from our dis- 
‘play advertising department ad- 


Mr. Grocer turned to me and said, 
“If I did what these guys want me 
to I’d have to forget my own ad- 
vertising copy that gives me my 
bread and butter, or increase my 
advertising budget beyond my 


planning which so far has been | 
one of the reasons for my success. | 


I could use one or two of these 
items in my ad but where do I 
stop and which do I select?” 

Will someone please give me the 
answer? I’d like to help Mr. Gro- 


‘cer, but I confess I’m in a box on 


that one. 
JACK B. RABINER, 
Berkshire Evening Eagle, 
Pittsfield, Mass. 
e > * 
Series Brings FTC into Focus 


To the Editor: May I express 
my appreciation to you and Stan- 
ley Cohen for the vivid series of 
articles that ADVERTISING AGE ran 
on the Federal Trade Commission. 

I’ve always felt somewhat “in 
the dark” when dealing with this 
organization because | know so lit- 
tle about it, but your excellent 
series gave me a new insight into 
this governmental agency. I nope 
that ADVERTISING AGE will put the 
articles into booklet form. 

Lioyp S. Howarp, 

Lloyd S. Howard Associates, 

New York. 


* + * 
Asks Help for the Bashful 
on Double Billing Problem 


To the Editor: Yesterday I was 
talking with a fellow publisher 


‘about the “double-billing”’ subject 


of a letter in your Aug. 10 issue. 
We agreed that, so far as we know, 
this practice was ended many 
years ago by practically all news- 
papers in this part of the country. 

However, the newspapers are 
frequently subject to pressure 
from potential advertisers and 


even by some of their regular ad-. 
vertisers who are able to obtain. 


bills from media other than news- 
papers (for sending to distributors 
or manufacturers) showing a high- 
er rate than that which they ac- 
tually pay. 

I have heard many publishers 
and newspaper advertising man- 
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agers discuss the subject, but all 
of them seem bashful about bring- 
ing the subject into the open for 
fear it would be considered an at- 
tack on competition. It would be 
interesting to others as well as to 
me to know what methods your 
readers might suggest as proper 
in such situations. 
TALBOT PATRICK, 

Editor and Publisher, The 

Evening Herald, Rock Hill, 

2c. 

e ° 


- 
The Dice Are Loaded 


| To the Editor: “Grab the dice, 
they’re loaded and crooked!” 
The enclosed clipping from the 
advertisement for the Bayonne 
Times shows that the shooter didn’t 
throw a natural...his point is ten! 
If the die shows a five and a 
four as the illustration reveals the 


Metropolitan NEW YORK 


Although Bayonne is within = -*- 
of New 


only number on TOP could be a 
/SIX. However, on the roll the 
| THREE would have been on the 
‘opposite side of the die from the 
'FOUR. The opposite sides of a 
/square die total SEVEN. 

So for my money Bayonne isn’t 
/a natural; the point is TEN and he 
/had better not make it with two 
| FIVES. Am I right? 

HowarvD N. GREENLEE, 

Sun-Commercial, Vincennes, 
Ind. 


| a * * 
Verified Audit Supplies 
‘Western Printer’ Figures 

To the Editor: May we call your 
attention to an article concerning 
our publication Western Printer & 


PUB. A 
9.3 


DEPENDED ON MOST by lowa fermers 
when they need information on "Weed 
and Insect Pest Control” to help them 
in their farming operations. 
PUB. B 


6. 


as] [] fz, _19 


‘4 Pus. C Pus. 0 


Essex man is mineral, not vegetable.” 


Nore Tw 
Daiky anc Sundow 


Represented nationaily by O'Mara & Ormsbee, Inc. 


vising Mr. Grocer that product A 
and product B and product C and 
product D and product E were 
running ads in our newspaper. 
Stock Up! Exploit! Advertise! Tie- 
In! Promote!, etc., ad infinitum, 
was the gist of these five messages 
to Mr. Grocer. These mailings 
were sent at the suggestion (oft- 
times insistence) of the advertis- 
ing agencies, undoubtedly re- 
quested by the manufacturers. 

Do you know what happened? 


NEWARK, NEW JERSEY 


yFARMATION 
Freesi.! 


The best media value in Iowa is the one 
farmers themselves name as their best 
source of information. ‘“InFARMation 
Please No. 2”, a study by the Statistical 
Laboratory of Iowa State College, pro- 
vides the answer to this all-important 
question. As a guide to more sales in the 
$2 billion Iowa farm market, write for 
your copy now. 


DES MOINES, IOWA 
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Lithographer which appeared in 
your Aug. 10 issue. 

The story concerned a stipula- 
tion entered into by Western 
Printer & Lithographer with the 
Federal Trade Commission. 

Certain omissions in the article 
make it both incorrect and mis- 
leading. The final paragraph of) 
your story states that Western 
Printer & Lithographer has “pro- 
vided no verified circulation state-| 
ment in Standard Rate & Data” 
and this statement, coupled with 
your notation that we are not an) 
ABC member, implies that we are 
not an audited publication. Neith- 
er the statement nor the impli- 
cation is in accordance with the 
facts. 

1. We are and have been a mem- 
ber of Verified Audit Circulation 
Co. of Los Angeles, an independ- 
ent publication auditing service. 

2. Verified Audit Circulation Co. 
has consistently supplied Standard 
Rate & Data with verified state- 
ments of our circulation and the) 
circulations of other western trade 
publications. 

The fact that Standard Rate & 
Data has consistently refused to 
publish these verified statements 
of circulation is itself a matter 
which is now under consideration 
of the anti-trust division of the 
Department of Justice. 

The entire matter of our stipu- 
lation to the FTC hinges on the 
interpretation of a single sentence 
in a five-year-old promotional 
piece. 

It is our contention that the 
wording in question did not mis- 
represent our circulation, nor was 
it intended to do so. We agreed to 
the stipulation in order to bring 
the matter to a close. Our circula- 
tion is a matter of independently 
verified audit and of public record. 

ROBERT BLACK, 

Western Printer & Lithogra- 

pher, Los Angeles. 

* * . 
How It's Done in L. A. 

To the Editor: Saw the attached 
in a recent copy of the Los Angeles 
Times and I thought maybe you! 
would get a bang out of it. 


15 MILLION Cubic inches. 3 bdr., 
new $9750, lo dn. EX 85519. 


i 


This is the way our advertising | 
boys with imagination sell real es- | 
tate out here in God’s country. 
Maurice A. KIMBALL, 
Kimball, Menne Co., Los 
Angeles. 
* » * 
Cites Other Critics of WU 
Room Finder Plan 

To the Editor: Couple of good 
Stories...on the Western Union 
room finder plan (AA, Aug. 10 
and Aug. 17). 

WU has a right to its opinions 
just as the hotel people, but I don’t | 
think the company will improve) 
its case any by getting its dander 
up. If the criticisms are based on 
misunderstandings, why doesn’t 
WU clear them up? 

One statement in the Aug. 17 
story you might check into further. | 
It’s in the second to the last para- 
graph. 

“There has been no criticism of | 
the room-finder service anywhere 
except in New York, the company 
spokesman said.” 

Now, that just isn’t so. To be, 
specific, hotelmen in Chicago, Indi-| 
ana, Wisconsin, and Florida have) 
voiced just as much concern over 
the whole thing as hotelmen in 
New York City. Some of them have 
put this concern in the form of res- 
olutions to the American Hotel 
Assn... 


C. P. Davis, 
Hotel Gazette, New York. 
® s * 


Chevrolet's Still Ahead 

To the Editor: See you’re still 
at it. (Creative Man’s Corner— 
Aug. 10.) 

I think this guy has been hiding 
behind the whiskers of anonymity 
so long it’s impairing his vision, 
if not his judgment. 

Chevrolet today is farther ahead 


of Ford than ti. ’ve been in a 
long time. Still gaining too. 
What goes? 
HEnryY G. LITTLE, 


President, Campbell-Ewald 
Co., Detroit. 
* * * 


Percentages Pop Up Again 

To the Editor: This old “% more 
—% less” problem keeps popping 
up, and now the Canton Repository 
is the culprit, on your own pages, 
(AA, Aug. 17). 

The body copy states that Can- 
ton...families spend 38% more 
than the national average per year 
on soaps and cleaners because the 
water is so hard. 29 grains, yet. 

This I believe. 

But, farther down comes this: 
“On a cost-per-sale basis, then, it 
costs 38% less to secure soap and 
cleanser sales through Canton’s 
only daily newspaper. . .,”’ the basis 
for their headline. 

It just ain’t so. 

If a $100 ad in an average city 
in an average medium (any medi- 
um) produces 10,000 sales @ a 


cost-per-sale of 1¢, logically a 
$100 ad in any medium in Can- 
ton, O., should produce 13,800 sales 
@ a cost-per-sale of .725¢. 

Somehow, this looks suspicious- 
ly like 27.5% less “on a cost-per- 
sale basis, then...” 

Some hard water calcium has 
settled between the ears of some- 
one, and he’d better hire a slide- 
rule copy man before it tarnishes 
his silver shovel... 

JOHN B. Quiery. 

Milwaukee Transportation 

Advertising Co., Milwaukee. 

* - © 


Napping Driver Blameless, 


Philadelphia Defender Says 


To the Editor: Our attention 
has been directed to a glaring er- 
ror appearing on Page 56 of the 
Aug. 17 issue. 

The AA photograph with the 
caption “Swift Completion” shows 
a gentleman of color in a state of 
slumber on a horse-drawn wagon 
used by the Philadelphia post of- 
fice in the central city area. The 
error is in the reference to him as 


a U.S. mailman. This is incorrect; 
he is merely a driver and has 
nothing to do with the delivery 
of the mail. 

Admittedly, the postal service 
here is not much better than in 
Albania or Tasmania, but for this 
you should not blame the wagon 
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drivers. 

We just thought you might like 
to know the facts of the matter so 
that wagon drivers in other cities 
will not be similarly besmirched. 
For shame, AA, for shame! 

Hers PASKER, 
Temple Press, Philadelphia. 
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The tremendous volume of food sales in WJR’s primary 
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national total! Here is an area vital to your natic:\! food 


sales—and an area which WJR covers like n 


other 
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Weakest Area of Marketing Research 
Is in Determining Sales Potentials 


That’s What Management 
Group Finds on Basis 
of 180 Questionnaires 


New York, Aug. 26—Methods of 
determining sales potentials are 
the weakest area in marketing re- 
search practice. 

Also improved techniques are, 
needed for sampling, interviewing, | 
tabulating and interpreting results 
of most market research. 

These are among the highlights 
of a survey on “Company Prac- 
tices in Marketing Research,” con- | 
ducted among 180 member com- 
panies of American Management 
Assn. by Richard D. Crisp, direc- 
tor of marketing research, Ta- 
tham-Laird, Chicago. The study is 
being released this week by AMA. 
(A detailed report is on Page 41.) 
More than one-fifth of the 168 
respondent companies that said 
they do marketing research cited | 
determination of sales potentials 
as the marketing research area 
most in need of improvement. 

Twenty-eight suggestions re- 
ceived stressed the need for im- 
provement in advertising research, 
particularly for tests to measure 
advertising effectiveness. 


e® Other advertising activities 
mentioned as needing improve- 
ment were: measuring effective- 
ness of business paper ads; copy 
research; standard reporting of 
audience measurement in radio 
and television; standards for media 
selection, and ways to determine 
the optimum amount of advertis- 
ing. 

Improved research on salesmen’s 
activities, including evaluation of 
salesmen’s services, and on sales 
forecasting, were cited as basic 
needs in current market research. 

Analysis of territorial sales po- 
tentials was listed as among the 
most important functions of mar- 
keting research. Determining the 
competitive position of company 
products was a close second, and 
analysis of the size of the market 
for specific products ranked third. 


s Median expenditure for market- 
ing research in 1952, among the 81 
companies that reported their ex- 
penditures for this purpose, was 
10¢ for each $100 of sales. 

This figure, it is pointed out, is 
not necessarily typical of American 
business as a whole, since almost 
all the companies participating in 
the survey had annual sales vol- 
umes above $5,000,000. Six out of 
ten of the companies that said they 
did marketing research planned to 
spend more dollars on that activi- 
ty in 1953 than they did in 1952. 

As sales volume increases the 
proportion of the sales dollar spent 
for marketing research tends to 
decline, the survey shows. In every 
sales-volume group the range be- 
tween the highest and lowest ex- 


CHARLES F. McCANDLESS, formerly with 
Easy Washing Machine Corp., Syracuse, 
where he directed both marketing and man- 


‘Industrial products manufacturers 


agement research, has been named mano- 
ger of market research for Packard Motor | 
Car Co., Detroit. 


| penditure group was high, indicat- | 


ing that factors other than sales | 
volume exerted a major influence. 


spent a lower proportion of their 
sales dollar for marketing research 
than did manufacturers of con- 
sumer products. 


# Reported median salary of top 
marketing research directors was 
in the $10,000 to $15,000-a-year 
range. Salaries generally were | 
lower in smaller than larger com- | 
panies and in industrial-product 
than in consumer-product com-_ 


| panies. 


In nearly three-fourths of the 
respondent companies, marketing | 
research was performed by full- | 
time employes specializing in that | 
function and with no other major | 
responsibilities. This trend ap-. 
peared in companies of all types, | 
but it seemed to be stronger among 
companies marketing consumer 
goods than among those eee 
industrial products. 

| 
@ Pointing out that although 
product research on consumer 
products is relatively standardized 
today, the AMA study lists ten 
guides to consumer-product test- 
ing as helpful. 

“1. Test your products only 
among qualified users. | 

“2. Test no more than two prod- 
ucts at a time. 

“3. Remove all identification 
from the products tested except 
code letters or numbers. 

“4. Eliminate all variables in 
the packaging, color, etc., unless 
those variables represent intrinsic 
features of the products being 
tested. 

“5. Remind test participants that 
a test is in progress. 

“6. Get reactions immediately 
after use. 

“7. Check early in the test for 
‘bugs’ in instructions or proced- 
ures. 

“8. Let the test continue on con- 
tinuing-use products. It is highly 
desirable in the case of products 
which are in continuous use to get 
reactions over a long enough peri- 
od of time to be sure that your) 
product has staying power. 

“9. Test your product against, 
the market leader. | 

“10. Eliminate all irrelevant 
variables; be fair.’ 

Complete results of the survey 
have been published by AMA as 
a 64-page book, designated Re- 
search Report No. 22. Copies are 
available from American Manage- 
ment Assn., 330 W. 42nd St., New 
York 36, at $1.75 each to mem- 
bers and at $2.50 each to non- 
members. 


MRS. WALTER CLARK 


CHARLESTON, W. VA., Aug. 25— 
Mrs. Walter E. Clark, 59, principal 
owner of the Charleston Daily 
Mail, died suddenly Aug. 22 in her 
home here. Mrs. Clark, who was 
the widow of Walter E. Clark, 
owner and _ publisher of the 
Charleston daily from 1914 until 
his death in 1940, was apparently 
beaten to death by an unknown 
assailant. 


Tucker to Erwin, Wasey 


Harold M. Tucker Jr., formerly 
with Barnes-Chase, San Diego, has 
joined Erwin, Wasey & Co., Los 
Angeles, as media director. Whit- 
ney Hartshorne, formerly media 
director, will return to the agency’s 
New York office. 


Richard Bean Joins Grey 

Richard S. Bean has joined 
Grey Advertising, New York, as 
media director. He was formerly 
with Dancer-Fitzgerald-Sample 
and Pedlar & Ryan in a similar ca- 
pacity. 


wi 


SIDELINE—It’s only the scenery that makes this gadget resemble a mine-detector’ at 
work on Iwo. Actually, it’s Hoover Co.’s new Holiday cleaner, which was developed 
in England and recently given its introduction in the U. S. A special low-price prod- 
uct, the Holiday will not be sold as part of the Hoover line, will have its own 
separate distribution setup. Leo Burnett Co. says it is readying advertising plans now. 
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Polaroid Will Use 
Ten Magazines for 


Biggest Ad Drive 


CAMBRIDGE, MAss., Aug. 26—Po- 
laroid Corp., camera and film man- 
ufacturer, will launch the largest 
advertising campaign in its his- 
tory in November, using ten na- 
tional magazines. 

“In addition,” Robert C. Cassel- 
man, sales and advertising manag- 
er, said, ‘“‘we are backing up our 
dealers with TV commercials on 
Dave Garroway’s NBC network 
show, ‘Today.’ These will be in- 
creased steadily as Christmas 
nears. We will be on the air about 
three times weekly during Novem- 
ber, and daily after Dec. 3.” 

During the Christmas push, Mr. 
Casselman said, Life, Newsweek, 
The Saturday Evening Post and 
Time will carry several Polaroid 
full pages. Other ads will appear in 
Esquire, Holiday, Look, The New 
Yorker, Popular Science and all the 
photo hobby magazines. 

Dealers will be offered reprints 
of the ads and other tie-in mer- 
chandising aids. 

Batten, Barton, Durstine & Os- 
born is the agency. 


William T. Brown, 
Head of Spalding 
& Bros., Dies at 57 


SPRINGFIELD, Mass., Aug. 25—_| 


William T. Brown, 57, president Current 


| National Nielsen-Ratings of Top Radio Shows 
| Week of July 19-25, 1953 
| All tigures copyright by A. C. Nielsen Co. 


1907. He retired in 1947 but re- 4 Godfrey's Talent Scouts (Lever- 


' 


Homes* 
of A. G. Spalding & Bros., manu- Rank Program (000) 
sorting goods die Aug 29 of « FYEWNG, ONCEARBE AVEAGE OR A RODEARS) Pe 
r. an s ° Ip WoO) ccccccecccceccccccsccccesccsccccesecocsccccceescoess f 
heart ailment. | 2 People Are Funny (Mars, CBs) Lpbcidbcdeass scien tvianssnrscicssastesatacanievedstdcadssateciet 2,327 
Born in Rockford, Ill, Mr.| 3 Dr. Christian (Chesebrough, CBS) .........ccscssssssssesssseesssvesssvesssseesssseeeeenvees 2,238 
Brown was graduated from Yale, 4 Best of Groucho (De-Soto-Plymouth, NBC) .......ccccssccsssssssessesssessseesseesnees 1,925 
in 1916 and entered Harvard Busi-| § I ID SI, GD a cisncsnscncnissscosenosnnnsccsnnenensinsesasenonsovasonsoosie 1,880 
ness School the following year. He| 6 Great Gildersleeve (Kraft, NBC) ............ccccccccsscssescsseseescseenescesseneeeseesceeees 1,790 
left school to enlist in the Navy. 7 Gedfrey’s Talent Seovts RING MEIIIED « sassnsteseiedecsassrssasivecsronunoiess 1,790 
_ After his discharge, Mr. Brown 8 Truth or Consequences (Pet Milk, NBC) Crcrcceccccccccccccccccocsccccccccsecssecosccccs 1,745 
worked briefly for Young & Rubi- > Aga Margie Jae ste MUNIN  deaisatbasidisecsrsiasiscsssssaceccssotineieed 1,701 
cam in New York before joining | n Peace and War ( ral sponsors, CBS) sesesnannssesennnnnnnnnsne - +1 656 
the company founded by A. G. and | EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (806) 
J. Walter Spalding, his uncles. 1 News of the World (MWes Laboratories, NBC) o..............0ccccccccesseeeees 1,522 
After serving as assistant treas- 2 One Man’‘s Family (Miles Laboratories, NBC) Sagsudsheudiwbeeuiawesesabvnsapanens 1,477 
urer and secretary, he was named Ra ae Lowell Thomas (Kaizer-Frazer, a seseneneeenennnnne z sssssennceeecernnnneee (2B 
a director of the company in 1925. | “WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,622) 
He became v.p. in charge of manu- | 1 CN I sah coh cs cndbs ss scéssivonssovossvivenesveavesbosedhcsissaviaven 2,485 
facturing in 1936 and in May, 1952,| 2 Gur Gal, Sunday (Whitehall, CBS) ......0....csccccsccsssscsssssscecssscscscscesscsscerncseees 2,551 
was elected president. $ Pee WH FUP DVD. FRR OR, COG) oacccssscssccvccccecscccsccccssccsesscscscsssessenes 2,551 
4 Weaedy Worrea & the News (General Foods, CBS) ................cccccccecseeeees 2,506 
5 fag gg (Whitehal, CBS) 
‘WILLIAM ARE 6 ie ME absedesupnunbdsbsusetpensossnseneescscsecccseesecssesssesscesines rrr 
E. W = 7 Arthur Godfrey (Liggett & Myers, NE” Mnassasansciisbaisvieiicasiunisacorciereeld 
St. Louis, Aug. 25—William E.| g Avat Jenny (Lever Bros., CBS) . 
Ware, 44, president and general; g I I cas ccsscsssssscnasnnorsnsanionnncene 
| manager of KSTL and KSTM-TV, | 10 Perry Mason (P&G, CBS) 
pen ” expected to begin tele-| o oy SUNDAY (AVERAGE FOR ALL PROGRAMS) 
g late in September, died 1 Howr of Decision (Billy Graham, ABC) 
Aug. 20 after a brief illness. 1 World Music Festivals (Willys Motors, CB6) ....cccccnccccom 895 
Mr. Ware was western sales; 3 Old Fashioned Revival Hour (Gospel Broadcasting, ABC) ........cmcnnu 850 
manager of North Central Broad- py a 
| casting System and the Mississippi DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,253) 
1 I Me I Cs FED senotacccicsscsesecorssncccascasccsssssvecscoscssosioees 2,551 
Valley Network for several years 2 Stars over Hollyweod (Carnation, CBS) 2372 
before joining KSWI and KFMX-) 3 City Hospital (Carter, CBS) evsnnninsssemonsoosmnvonrorennnennel 969 
FM, Council Bluffs, Ia., as man-| *The pereentage of homes reached (“Nielsen-Rating”) mey be determined by cemporing 
ager. He joined the St. Louis sta-| the number of homes reached with 44,756,000, the 1953 Nielsen estimate of totel U. S. 
tions in March, 1950, and directed | radio homes. 
the groundwork for the new tele- 
vision outlet until his death. He 
held a 25% interest in KSTL and ARB Multi-City TV Ratings 
a 10% interest in Broadcast House 
tae, Ses Heemeee. Week of Aug. 1-7, 1953 
JACK HARDING American Research Bureau 
Cuicaco, Aug. 25—Jack Harding, ~ 7 
treasurer of Russel M. Seeds Co. | — an ——o ——— “aan 
for many years, died Aug. 11 in | — & — (Severe! ae! 1 Godfrey & His Friends (Several 
Stamford, Conn. Mr. Harding vrs lege fpoaggreanesngge antag sponsors, CBS) oo... 34,280 
joined the Chicago agency in Indi- 2 Dragnet (liggett be anyent, NBC) 48.6 | 2 Racket Squad (Philip Morris, 
anapolis where it was originated in 3 Rocket Squad (Philip Morris, CBS) 48.2. ___ EERE 31,590 


| 3. Toast of the Town (Lincoln- 


BSS ee 45.0 Mercury, CBS) ..........csscereeseees 29,340 
tained ¢ title of treasurer until 5 wha tie Line (Jules | 4 Dragnet (Liggett & Myers, NBC) 27,960 
his death. Montenier, CBS) 4) o 5 Best of Groucho (DeSoto- 
| { aaa j mt “@ \gnencosl 290 
6 Best of Groucho (DeSoto- 6 qulena tas teats (Lever- 7 
HERBERT eo. HOTSENPILLER Plymouth, NBC) erccccccccccsesccseesecs 40.1 Lipton, CBS) ee 24,920 
New York, Aug. 25—Herbert O. 7 Toast of the Town (Lincoln- 7 TV Playhouse (Philco, Goodyear, 
Hotsenpiller, 47, of Levittown, Mercury, CBS) ..........csscvesesesrenees NBC) onnseessssseennseesenseerneeesees 620 
N. Y., assistant advertising man- 8 Mr. & Mrs. North ‘Colgate, CBS) . pow 8 pase a 4 (Jules ae 
I MUNI sscsncsdiesineciiepes 
ager of the Western Union Tele-| 9 TV Playhouse (Philo, Goodyear, oe ? 
graph Co., died Saturday at Jones CODE) ceccrcsesnssoresenveresnsennseenssensecee ° — oma age (S. C. 
Beach. Before coming to New York 10 Burns & Allen (Carnation, Good- NBC) sili spe “19,810 
he served with Western Union in| rich, CBS) 315/10 Burns & Allen (Carnation, 
Chicago from 1929 to 1950. Goodrich, CBS) ...cccccssussssee 19,250 


| 


1 


ie ee" NAT ae ak gs = sor x ie ee “hy SS ce ake < Soha ce tise eo icolin ee Ribs ‘ wes aN ae aes ar tr ee 3 SO amen é eae, ~ Ss tp Bt ae Banc, tee i er: i a? Pa aes % FS - me: RBS ys os ea a oe A aisles Poa var tas We tee cor Ge cas iLiad: Btate eS ott i bp a ea eae ey, 
Bee cosh Ak, Ce Eta nuh Selamat os ea oN 2 Ghent sofa sete tach eer ant Rie a gk Sell hog Sn Ria ak ats Chee eat ee rE rae ae SE Geer ar LP (Ree oe mead, 28 Set aR BPD oe Gh hu ae ae agama Gee 2 = /P ee ie rege e oleae pe Raia PN ere gab aaa ses, aa Liar ec, Le ae 
re i see 5 Bene ais aie: ale th Mee at me watt fo: Pag atk a ake oe a — “ eee r = ' s ick aia ed Teas pais a Rrares ats ara ge Pike Pen! A See Pele a ? : a ee The Ren ee ee ie Sine 
Oe TAB RI SR a ole ie Wy gar al ae Me an a ee eR an SN eae ace eR oe os 
ars: Brae eelears eae : a : j a : Pe ei #5 te oe ead Sea a r= eee owtg 
: ia . - = Re eT ee wd 
| = eC | Ad 
: - 
ate i 
i 3 i i rh wal 
a F VU hid fi as a 
i es i - ‘"\-ae = =—ti(i‘C~:™ 
i ae i \e . a 
x pe . = 4 OS = pera 7 vist sage wy 
7 «ea _ rae iol =e i on? = 
{ Bese | a poe oth Seam 2 ie es 
i 4 . : - aes a of 
1 Y Pale et A ae ree fi 
— a | y £ ee ae 7. 
ee 4 ; 4 ¥ 7 ~ | mune 8 are 7h caine mi 
a 7 a Wg see | De ie ee Br 
4 4 »* ; 7 ? ‘ . ’ on P a a aoe 7 re 
_ — | af © See (r 
, a ; . % e - ate mr A 
= at | 7 ; a, Jee b ru 
: ‘\) BSS 5 ay 4 
Fi S Py wa Ua eg s 19 
NG # "7 . 
é i WY | = (a 
: # 1 
BS 7c err 2 Reese hee $2 
; - i ' i : a . j i # rf ‘ 
=. me parts di 
; a * a 
secu : ¥ id _— : ee: ea) Cee, | ¥ | Bi 
aie ; .. a“ ra bs Bi. ¢ ‘ wie er PA eee igs es 
gs H J SD rs i | : 
“ae a: es ~— | mn 
ee a he “=e ' ; : M rag anole ra 
fe re ‘i ? < ~ a, tm 
ey me! ome #5 + ‘ ee - ;* <= | 
had ein ey ¢ = * be _—s-_ | ‘ pt 
ane See yee Ss Ses 4 =e ‘ % 
gn ca A Sa ee * G.. < v » “' x Ca 
a oF ges ae ‘ te x MK: ~ & “eae 
ita ts Peis ae PA ee <€ oi : fd : et . oe sg i | 
- Pe Lee tee Se : 
Dicey he : oe 
. Bo ; 
oo > hi 
Seren 
mae | fo 
sre fo 
. a 
| fo 
sss ssessssssssssssessesssnssnssnnnss 
ee ju 
cc 
te 
to 
mee tv 
Be cope in 
ae bi 
ier CG 
eae bi 
ee Cae. 
pense Ss 
ae B 
Eee 
ifice ir 
eoane i tk 
oe | th 
See ni 
ae 
Re cl 
See eat R 
ey % ea L 
Mere tr 
ae ; Ir 
= re 
: tc 
ashy se 
ave mr 
pt L 
ek SA 
ye . 
ses sl 
ae 
sire: . 
ae ° 
Se eas Cc 
0) 
a Ir 
ae oO 
ei, h 
fi 20arem 
ides t 
PoP gus , Vv 
tl 
a b 
ears h 
sess P| ; 
Ca sad 
aay ? 
aay 
en « 
2 ie f re 
ia — | F 
me . : ae ti 
pte eS Eg ie ioe 
: pit a ‘ Px { sey it 
= . “ 
— | s 
mm il 
“4 re : Po I 
a ~ ae t! 
_ ; 
7 - | N 
4 i ‘ A 
= . b 
a “ f 
ae ae , — V 
hase Be 
-_s n 
i 
. n 
i t 
; a 
i Si ‘ bi 5 x % 7] + oe id ~ “ * ¥ ; H 
: if j “Sites ie Ae ° ean Mew? 8 hae i ae ye , 7 tin ‘a ie oe hed ay ey Pid oe - pee SN uta mas ae, ay Deere vag Sake ee * SY pen ete = ; e ; a Y eee va 2% bh 


a The Coronation has been a tre- launch a new product in France. . . Teach that figure since the war... machine eo reageie by ene SIMPSON-REILLY, LTD. 
mendous stimulus to selling in| If you market in France, you, Company, STIGor, INLO COUFE ON the Publishers Representative 
st Britain this year. Ad budgets and May be interested in a new system @ The rise in the use of bicycles Charge that the Fridor machine | SA , ces 
” circulation figures have reached introduced by the French post of- and cars in Paris has cut the num- could not make an pte one gg all ~< e a a. ate ~ 
oz record heights. Press advertising fice for delivery of printed adver-| ber of travelers on buses and sub- zag stitch—as was claimed in a LOS ANGELES HALLIBURTON BLDG. 
(magazines and newspapers) is  tising matter. The ad material is| ways by 8,000,000 in one year. This newspaper ad. Both types of ma-| | A\SSRRM ange mmen an t\arenia. 
l- running 25% ahead of last year. | given to the postman without ad- led the publicly owned transpotta- chines were demonstrated in the 
* Figure for the first quarter of dress and he hands it to the con- | tion company to start an ad cam-' courtroom and Fridor showed its 
wal 1953: £13,631,747 or $38,168,892 
rm (at the official exchange rate of. 
‘ $2.80 to the pound)...British ra-. 
dio has, of course, no advertising. | 
o But the publication with the high- ‘ 
ut est circulation (7,945,639 for the 
a= first six months of 1953)—and 
consequently with the highest ad/| 
r. rates—is Radio Times, a weekly : 
k, listing of coming radio programs : Seine « iclaor P ae 
id ‘ published by the British Broad- e ‘ 
id casting Corp... qi } 
nm Biggest ad spenders in Britain tf a 
‘w today are the oil companies, with ad Ls 
ne Shell and Esso both carrying mil- egos eer ; << 
lion-dollar budgets...Not far be- ES 
its hind are the soap makers, waging 
” an all-out detergent war (Lever! 
for Surf and Thos. Hedley & Co.— 
s- a Procter & Gamble subsidiary— 
for Tide)... 
= The British Food Ministry has 
just announced that sugar will 
, come off ration at the end of Sep- 
Ss tember and this is expected to 
touch off a market slugfest be- 
tween soft drink makers. Swing- 
ing the big advertising cudgels will 
be Coca-Cola, Pepsi-Cola and 
Canada Dry. Britain’s numerous 
s* brewers are said to be worried... 
0) Scotch whisky exports—one of 
>a Britain’s big dollar earners—hit 
their highest total in history dur- 
27 ing the first half of 1953. More 
38 than half of these exports went to 
25 the United States... 
80 “Biggest ever” campaigns an- 
= nounced for England this fall in- The 5,000th consec- 
) clude: a drive by Remington Rand . 
= Ltd. for its new Remington 60 elec- utive broadcast of THE 
tric shaver and a drive by Gillette ‘ 
nd Industries Ltd. for its new Rocket 400 HOUR was heard this 
6) razor set. Theme of the Reming- week, marking another milestone 
22 ton campaign, handled by G. . a : : 
ad Street & Co. Ltd., will be “a 60- in Chicago radio. And, of course, it was 
| second shave.” The Gillette pro- . . . 
= etn, teeth 6. &. Goenka Se heard on Station WMAQ, Chicago’s pio- 
85 Ltd., will also stress speed. The : : : : 
~ saiae aa «a ae ta a a neer radio station which has been creating and 
51 shillings and sixpence) or 91¢... : ; achnji ishy , 
26 ener aan yee y= ioe ae developing broadcasting techniques and establishing industry records for 
06 launch a big fall campaign for a more than 30 years. 
“ 25s. ($3.50) lighter. Mather & 
72 Crowther Ltd. is the agency. .. 
72 Wan wanes WOOS ee Ne Seek THE 400 HOUR, sponsored continuously on Station WMAQ by the Chicago 
83 on the British market this fall... . 2 : te aes 
— In the past two years the number and North Western Railway for almost 17 years, is a Chicago institution. Its 
32) of self-service stores in Britain ‘ : : , . 
Z has more than doubled, from 800 presentation, Mondays through Fridays, of the finest in classical and semi- 
50 pa sce heer nomgnth Suge classical music has made it a breakfast-time listening habit for millions of 
» the rate of 30 a month...The “do Chicagoans and Middle Westerners. Interspersed with Brahms and Beethoven 
it yourself” market is having a : : , a ’ . 
“4 boom in Britain, comparable to is pleasant chatter by Pat Gallicchio about time, weather, public service— 
' the one in the States. In book- 
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licierge (janitor), who distributes 
‘it to tenants with the regular mail 
|...France-Soir, popular French 
‘afternoon paper, has topped the 
|million mark in circulation, be- 
/coming the first French daily to 


Letter from Europe 


By Milton R. Moskowitz 


paign in Paris dailies for the first;machine could do the stitch. The 
time in its history. As luck would | judge ordered Pfaff to pay the 
have it, the ads were placed just) costs of the action. 


before the recent paralyzing | 
strikes got under way in France... 
In Holland, the Pfaff sewing | 


and the C&NW. 


$ happy England (highest per capi- 
ta reading in the world), this 
means another magazine—House- 


FOES, WAS DONS See, .. Every broadcast in this long association is another example of how Station 


s F. A. Nicholson, managing di- WMAQ continuously offers its advertisers a loyal, responsive audience. 


rector of Legget, Nicholson & 
Partners Ltd., London, has re- 
turned from New York, where he 
spent three months as acting pres- 
ident of Robert W. Orr & Associ- 
ates. Upon his return he said: | 
“From now on our agency is go- 
180 ing to forget all about advertising 
and think only in terms of selling. | 


ers 


Quality Programming 


ay 
590 It’s far too easy to get stuck in| e 
| the mechanics of buying space.” Quality Station 
340 Mr. Nicholson said he _ thinks 
60 American ad copy is_ brilliant| Quality Audience 
but that British ads are superior | 
190 from the visual standpoint... 
= Writing in Advertiser’s Weekly, | REPRESENTED BY NBC SPOT SALES 
W. A. C. Cooper, direetor of Foote, | 
520 Cone & Belding Ltd., London, esti- 
mates that an advertiser launch- 
120 ing a new product in England will 
need $1,800,000 spread over a 
three-year period... .Enterprise, 
10 new French bi-monthly, says a 
250 $500,000 budget is needed to 
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3 BULLS-I 


“YES IN 1 TARGET 
IN THE GREATER PHILADELPHIA MARKET ” 


WHERE IS YOUR MARKET? In each of these vital zones 
The Evening Bulletin is the daily newspaper with the largest circulation 


PHILADELPHIA CITY (1 county) 


The Evening Bulletin is the daily newspaper with 
the largest circulation—read by 72% of families 


47% of population 
51% of retail sales 
37% of new capital expenditures 


PHILADELPHIA METROPOLITAN AREA (8 counties) 


The Evening Bulletin is the daily newspaper with 
the largest circulation—read by 62% of families 


83% of population 
80%, of retail sales 
88%, of new capital expenditures 


PHILADELPHIA TRADING AREA (14 counties) 


The Evening Bulletin is the daily newspaper with 
the largest circulation—read by 55% of families 


%Sometimes called "Delaware Valley,'' ''The Workshop of the World," 
and ''The New Eastern Industrial Metropolis.’ Makes no difference 
—they're one and the same Greater Philadelphia Market, and The 
Evening Bulletin is the daily newspaper with the largest circulation. 


In the Greater Philadelphia Market 
The Evening Bulletin is the daily newspaper 
with the largest circulation | 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; New York, 
285 Madison Ave.; Chicago, 520 North Michigan Ave. 
Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta °¢ Los Angeles * San Francisco. 
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THE NATIONAL NEWSPAPER.OF MARKETING ~~. 


Marketing Research Increasing in Size and Scope, 
Study of Large Companies Indicates 


A new and authoritative picture of marketing research in action becomes 
available this week, when the American Management Assn. mails to its 
member companies copies of a new report, “Company Practices in Market- 
ing Research.” This 64-page report is based on a survey of American Man- 
agement Assn. member organizations planned, executed and written by 
Richard D. Crisp, director of marketing research for Tatham-Laird Inc., 


Chicago agency. 


Some of the highlights of this report are presented here. Copies of the 
complete study are available from the American Management Assn., 330 
W. 42nd St., New York 36, at $1.75 to members and $2.50 to non-members. 

The report, including the charts reproduced here, is copyright, 1953, by 
the American Management Assn. Further reproduction is not authorized. 


Extent of the Study 

“Company Practices in Marketing Re- 
search” is based on a mail questionnaire 
to 425 companies selected from among the 
American Management Assn. member- 
ship. 180 questionnaires—42.4% —were 
returned, and form the basis of the sta- 
tistical computations in the report. The 
study was made in the summer of 1952. 

Of the 180 respondents, one-third—60 
—were companies whose 1951 sales vol- 
umes was over $100 million. 32 were com- 
panies with sales volume between $50 
million and $100 million; 26 had sales of 
$25 to $50 million; 49 had sales volume 
between $5 and $25 million; and only 8 
had less than $5 million. 

The study is therefore not reflective of 
“average” or “typical” companies. It was, 
rather, “planned to provide as accurate 
and informative a picture as possible of 
the marketing research practices of firms 
likely to be advanced in their use of this 
management tool.” 

The respondent companies were about 
equally divided between manufacturers of 
consumer goods and manufacturers of 
industrial products. There were 65 of the 
former and 59 of the latter, with 34 com- 
panies which produce both, and 22 com- 
panies in the service, retailing and other 
non-manufacturing categories. 

Of the 180 respondents, 168, or 93%, 
reported some marketing research activi- 
ties. But Mr. Crisp warns: 

“That definitely does not mean that 
93% of the firms to which questionnaires 
were sent do some marketing research. 
Unquestionably, that percentage would be 
lower if the rate of response to the ques- 
tionnaire had been 100%. Similarly, it 


RESEARCH ON PRODUCTS - SERVICES 


COMDETITIVE POSITION 
ECONOMIC RESEARCH 
NEW PRODUCT ACCEPTANCE 
COMPETITIVE COMPAR/SONS 
EVALUATING NEW PRODUCTS 
CUSTOMER DISSATISFACTION 
MARKET TESTS 

USE STUDIES 
COMPET/TIVE /NMOVATIONS 
SIMPLIFYING BROOUCT LINE 


PACKAGING STUDIES 


HOW MUCH DO THEY SPEND ? 


SALES VOLUME PER CENT OF SALES DOLLAR 
(MILLIONS) 0 ] 2 3 


UNDER ¢5 30% 


ts - $25 — . aan 
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hoo - $200 


$200 - #500 


OVER #500 


FIGURE 1—Median expenditures for mar- 
keting research, by size of company. Note 
that the percentage of sales spent for re- 
search consistently drops as volume in- 
creases. 


would be even more unsound to extend 
such a quantitative figure to the full AMA 
membership or to all industry.” 


Expenditures for Marketing Research 

Only about half of the 180 respondents 
answered the question which attempted 
to relate marketing research expenditures 
to sales. The highest reported figure was 
1% of sales, the lowest 3/10,000ths, with 
the median figure 1/10th of 1% of sales, 
or 10¢ for each $100 in sales. 

In general, the study showed a close 


25% ANALYSIS 
MARKET SIZE 
TERRITORIAL 
POTENTIALS 
NEW PRODUCT 
DEMANO 
MARKET 
CHARACTERISTICS 
TRENDS IN 
MARKET SIZE 
ECONOMIC 
FACTORS 
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COMPOSITION 
BUSINESS 
FORECASTING 
CUSTOMER - TYPE 
CHANGES 

- MARKET 
PROFITABILITY 


FIGURES 4, 5 and 6—In these three charts are shown the percentage of respondents who 
perform certain specific marketing research functions in three broad areas of research. 
Note that research on competitive position in the industry is conductd by 93.5% of all 


RESEARCH ON MARKETS 


EXTENT OF MARKETING RESEARCH 


ALL RESPONDENTS 


SMALL 
MEDIUM 
LARGE 


MFRS CONSUMER 
INDUSTRIAL 
BOTH 


NON-MFRS 


FIGURE 2—93% of all respondents do some 
type of marketing research. Variations 
between size of respondents and the char- 
acter of their business are shown in this 
chart. 


relationship between sales volume and 
proportion of the sales dollar spent for 
marketing research, with the highest pro- 
portionate spending in the smaller com- 
panies. (See Figure 1.) But the range of 
expenditures within each size group indi- 
cated that factors ether than sales vol- 
ume exert a major influence on the size 
of the marketing research budget. 

Sharp differences in research expendi- 
tures for consumer and industrial com- 
panies were also shown. Whereas the 
highest figure for any company was 1%, 
the highest figure for an industrial com- 
pany was 0.75%, for a company in both 
industrial and consumer categories only 
0.5%, and for non-manufacturers, only 
0.24%. The median expenditures were: 

All COMEDIES | cinitansiidcincd 0.1% 
Consumer manufacturers ....0.2% 
Industrial manufacturers ....0.09% 
Consumer & industrial ........0.05% 
Non-manufacturing ... .......... 0.038% 


Extent of Marketing Research 

As previously indicated, 93% of the re- 
spondents said they did some marketing 
research. There were minor differences 
between small and large companies, and 
between companies engaged in various 
businesses, as indicated in Figure 2. 

A somewhat similar study, conducted 


in 1945-46 by a committee of the Ameri-° 


WHO DOES IT? 


FULL-TIME 


SPECIALISTS PART TIME OTHER 


‘LL RESPONDENTS 
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FIGURE 3—In three-fourths of the cases, 
marketing research is the job of a full- 
time specialist. Variations according to 
company size and type of business are 
shown here. 


can Marketing Assn., covered 4,786 re- 
spondents, and found 37.9% doing mar- 
keting research and 62.1% not doing mar- 
keting research. Aside from the differ- 
ences in time between the two studies, 
the most important difference is that 85% 
of the respondents to the first study had 
sales of less than $5 million, whereas in 
the current study, 95.6% had sales over 
this figure. 

Among the companies doing marketing 
research, the currgnt study shows almost 
75% assigning. the task to a fulltime spe 
cialist or depaytment, with 12% making 
marketing research a parttime responsi- 
bility of a line executive, and:'7% making 
it the parttime responsibility of a staff 
executive. See Figure 3. 


Types of Marketing Research 

The percentage of the respondent com- 
panies performing various specific types 
of research in three well-defined areas is 
shown in Figures 4, 5 and 6. In an at- 
tempt to develop specific information on 
the type of activity engaged in, Mr. Crisp 
included a checklist of 37 functions, and 
found that the average company performs 
22 of them, or 60%. “The average firm,” 
he reports, “performed almost three- 
fourths of the functions in the products or 
services area; seven out of ten in the mar- 
kets area; but only eight out of 15 in the 


RESEARCH ON SALES METHODS AND POLICIES 


VARIATIONS IW TERRITORIAL YIELO 804% 


899% SALES TERRITORIAL REVISIONS 


875 DISTRIBUTION STUDIES 


44 


SALESMEN'S EFFECTIVENESS $65 


SALESMEN'S ACTIVITIES 
756 ri 


4VALUATING SALES METHOOS 554 


OISTRIBUTION COST STUDIES 530 


14 paves 


STUDIES 


COMPETITIVE PRICING 
696 


ADVERTISING EFFECTIVENESS 506 


637 PROPOSED SALES METHODS 


OMPETITIVE PRACTICES 429 
625 7 : 


SALES COMPENSATION 


ADVERTISING MEDIA 
524 ING MED 


PROMOTIONAL DEVICES 


ose doing research, while research on advertising media is at the other end of the 
ile, being performed by only 35.7% of those replying. Mr. Crisp included a checklist 
37 functions and found that the average company performs 22 of them—60%. 
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area of research on sales methods and 


ness and analysis of distribution meth- 
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hamburgers and apple pie. Nevertheless, 
the big networks particularly stick to a 
standard menu. CBS-TV currently is try- 
ing to interest Thursday night viewers 
(from 8 to 8:30) in a quiz program called 
“Take a Guess.” 

Being a quiz program, “Take a Guess” 
has a panel of four experts. These panels 
seldom comprise three experts, or five 
experts—which in itself would be an in- 
novation. There are usually four—two 
men, two women. The panel on “Take a 
Guess” consists of Hans Conreid, Dorothy 
Hart, John Crawford and Robin Chandler. 
The quizmaster is none other than John 
K. M. McCaffrey. 

The big switch on “Take a Guess” lies 
in its use of a member of the studio au- 
dience to guess by name what the panel 
guesses by implication. If this sounds com- 
plicated, it goes like this. The home audi- 
ence is let in on the object to be guessed. 
It is—Hans Conreid’s pants. Robin Chand- 
ler asks, “Is this an object that contains 
something?” John K. M. McCaffrey an- 
swers, “Yes.” The studio audience laughs. 
Robin Chandler inquires, “Is what it con- 
tains valuable?” John K. M. replies, “Well, 
it depends on the point of view.” The 
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studio audience roars with laughter. 
Finally, Hans Conreid gets into the act. 
“Is this object worn below the knees?” 
(Yes.) “Is it also worn below the waist?” 
(Yes.) “Does it surround the waist and 
drop bifurcated to the ankles?” (Yes.) 
“Does it button in front?” (Yes.) “Are 
there folds of fabric at the bottom com- 
monly called ‘cuffs?’” (Yes.) Dawn suf- 
fuses the face of the chosen member of 
the studio audience. “Trousers?” she asks 
triumphantly. “Well, that’s not quite the 
right word,” John K. M. says. etc., ete. 


s Before the program mercifully ends, 
all three objects presented to be guessed 
are displayed as picture puzzles—repre- 
senting these words found in the last two 
lines of a well-known song. This has to 
be seen to be believed—or understood. 
But we’ll try. Three objects—Burlesque 
house, Hans Conreid’s pants, bride and 
groom. These represent three words— 
look, seat, two. These are found in the last 
two lines of a popular song. Give up? 
“But you'll look sweet, upon the seat/Of 
a bicycle built for two.” 

Simple? You bet. That’s just the word 
for it. 


_ The Best Commercials Are Delivered 
by Congruous Announcers 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Congruous. Accordant to what is 
proper, reasonable, or right, or to the 
circumstances, facts, or requirements 
of the ease; hence, suitable, becoming, 
proper, or the like. (Webster’s) 


Most of my readers, I suppose, have 
heard one or more of Edward R. Mur- 
row’s “This I Believe” talks by persons 
who enjoy the respect of large numbers 
of our citizens. 

Whether or not you 
are enthusiastic about 
this broadcast, how 
would you react if to- 
night an eminent VIP 
—Bernard Baruch, say 


lieved about freedom 
of religion, or what- 
ever, and then closed 
his somber remarks as 
follows: “Now, my 
friends, a word of what I believe about 
Mildo cigarets. I believe they are years 
ahead of them all. I believe you will suf- 
fer no adverse effects to your nose, throat 
and sinuses from smoking Mildos. I be- 
lieve Mildo is the BEST BUY FOR YOU.” 
An absurd question, you say; Mr. Ba- 
ruch wouldn’t be such a fool, and neither 
Mr. Murrow nor Mildo could conceivably 
be guilty of such stupidity. With this I 
wholly agree. And yet I believe there is a 
trend in advertising in this direction. 


James D. Woolf 


Consider the Newscaster 

In these times of dreadful anxiety, 
when one does not know what hour or 
what day may bring sorry tidings, mil- 
lions of troubled Americans listen every 
day to the often portentous utterances of 
newscasters and news commentators. We 
like to believe that these oracles know 
whereof they speak. We hope that their 
words are words of knowledge and wis- 
com and authority. We know they don’t 
speak from Mr. Baruch’s lofty pedestal, 
but we do believe their responsibility to 
be an important one. 

Why do some newscasters rate higher 


than others in public esteem? One reason, 
of course, is the quality of their perform- 
ance: what they say about the news and 
how they say it. Another, in my judg- 
ment is the quality of the respect they 
show for their profession. It is my belief 
that the newscaster whose words carry 
the greatest weight today is the news- 
caster, such as Murrow or Elmer Davis, 
who takes no part in the commercial part 
of his broadcast. 


Huckster or Newscaster? 

I have heard Paul Harvey all the way 
through only once, and that once is all I 
want. He spoke with great feeling and 
dramatic emphasis, in an almost tearful 
voice, of our tragic situation in Korea. 
What he said was newsworthy, although 
a little too much after the manner of 
Gabriel Heatter, and he held my attention. 
And then, almost with no word of warn- 
ing and speaking with the same ponder- 
ous and dramatic delivery, he launched 
into an enthusiastic laudation of Burton- 
Dixie’s Slumberon mattress. Right then 
and there I lost interest in Mr. Harvey 
as a newscaster of dignity and stature. I 
cannot tell you precisely why I reacted as 
I did. I think it was my feeling that an 
authentic newscaster should be, like H. V. 
Kaltenborn, a profound student of world 
affairs, a man so engrossed and dedicated 
that he would have no stomach for sing- 
in hosannahs to the mundane mattress. 

Last night, again for the first time, I 
heard Taylor Grant deliver his ABC 
newscast in behalf of Old Gold cigarets. 
It struck me that Grant was a pretty fair 
country orator, and I listened thought- 
fully to his sobering news. He had me— 
and then, in five seconds, he lost me, 
forever. “Now, friends,” orated Grant in 
the same cheerless voice, “if you want 
a treat instead of a treatment...” 


The Ideal Announcer 

I realize that not every announcer can 
be a Kaltenborn or a Davis. But he can 
enhance his professional stature immense- 
ly by refusing to be a pitchman for com- 
mercial products, and especially for such 
trifling items as cigarets and beer. When 
he refuses he not only benefits himself and 
his sponsor by attracting a more respect- 


ful and probably larger listening audi- 
ence. His sponsor’s commercials, in my 
opinion, will be more credible and per- 
suasive when delivered by a more con- 
gruous announcer. 


we A congruous announcer? A congruous 
announcer, ideally, is one whose suit- 
ability and qualifications are recognized 
by the listening audience. It is suitable 
and fitting, for example, for Betty 
Crocker to do her own announcing on 
her General Mills broadcast. Millions of 
housewives recognize her as an expert 
within her field. As against this, it would 
be incongruous for Edward R. Murrow, 
even if he were willing, to rhapsodize 
over the virtues of his sponsor’s product, 
Hamm’s beer. Murrow is not recognized 
for his knowledge of beer; he may, for 
all I know, seldom or never drink it. But 
he is recognized and respected for his 
wide knowledge of world affairs. 

The ideal person, considered on the one 
count of congruity, to deliver the Hamm's 
commercials would be Mr. Hamm him- 
self. I realize that for many reasons this 
would not be a practicable procedure; I 
merely say that such a procedure repre- 
sents the ideal. 

Some years ago I had a hand in the 
planning and producing of a Sunday aft- 
ernoon half-hour broadcast for the Davey 
Tree Expert Co. of Kent, O. The show 
consisted mostly of old-time popular 
songs, the cast including several fairly 
well-known artists. The commercials 
might have been delivered by an anon- 
ymous commercial announcer, by a well- 
recognized commercial announcer, or by 
one or more of the artists. These three 
procedures were voted down. The com- 
mercials were delivered by the late 
Martin L. Davey, president of the com- 
pany and son of the “Father of Tree 
Surgery,” John Davey. In him we had a 
wholly congruous announcer: He was the 
complete master of his subject, tree sur- 
gery; he had an almost fanatical faith in 
Davey methods, hence spoke with im- 
pressive sincerity and enthusiasm; his 
authority, as president of the company, 
was recognized by his listening audience. 
If Bing Crosby had been in the cast, 
would he have been a better choice for 
the commercials than Martin Davey? 


Do you recall the Fleischman’s Yeast 
radio show, quite a few years back, that 
featured Rudy Vallee? The product was 
that little square cake of yeast which be- 
came a national health fad almost over- 
night. The commercials, serious little 
talks on nutrition, were delivered neither 
by Rudy nor by a commercial an- 
nouncer. They were delivered in a quiet, 
almost dull voice by a Dr. Somebody 
(I seem to remember his name was Lee), 
who was, I believe, a biochemist on the 
Fleischman research staff. Like Martin 
Davey, Dr. Lee knew his subject, and he 
achieved a degree of credibility that re- 
flected itself in the enormous sales of 
the product. 


a Maybe I’m funny that way, but I am 
never persuaded by commercials de- 
livered by the entertainers. I wish Dizzy 
Dean would confine himself to the ball 
game and let somebody else tell us that 
Falstaff beer is “The Finest Product of 
the Brewer’s Art.” For one thing, I don’t 
believe ’Ol Diz when he pitches up the 
virtues of his sponsor’s brew; for another, 
I think, just as in the case of the news 
commentators, his beer huckstering does 
not enhance his stature of baseball’s 
great man. And that goes for Bing Crosby 
and scores of other beloved entertainers. 

It used to be the custom, and perhaps 
still is, for the preacher to deliver a “com- 
mercial” at the close of his sermon. His 
commercial, which was declamed just 
before the ushers passed around the col- 
lection plates, had to do with the church’s 
urgent need for funds. I recall that my 
grandfather, who was a Methodist minis- 
ter, refused to thus belittle himself. At 
the close of his sermons he sat down at 
once, whereupon one of the deacons arose 
and plead with the congregation to give 
until it hurt. It wasn’t only that grand- 
father felt it was beneath his professional 
dignity to beg for money. He contended 
that the deacons did a far better job of 
salesmanship. Sparing not the rod, they 
tongue-lashed the congregation with an 
intensity of vim and vigor that, if de- 
livered by my kindly grandfather, would 
have been totally out of character. 

It seems to me that many newscasters 
and entertainers are totally out of char- 
acter in their incongruous roles as sales- 
men. 
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Check the Mail Room for Efficient Operation 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
company in Highland Park, IIl.) 


How’s your mailing department? 

Have you inspected it recently? 

How do your letters look when they 
leave your headquarters? Are they neatly 
addressed? Properly sealed? 

And is the correct postage on each 
piece? 

How about your parcel post shipments? 
Are they carefully wrapped? Are labels 
neatly and clearly addressed and then 
carefully placed on packages? 

And, if you meter your mail, are you 
certain the date is correct? 


a Some of the mail we’ve been receiving 
lately surely indicates mail rooms aren’t 
watched too carefully. I’ve been doing 
ome spot checking and here are just a 
few of the errors I’ve noted: 

1. One letter was dated July 24, 1943! 
All first class metered mail and parcel 
ost must have the correct, current date 
n it to be acceptable at your post office. 

Use extreme care when setting your 
meter.) 

2. One letter, from a New York firm, 

had 66¢ postage on it instead of the 6¢ air 


mail postage it required. (Wonder how 
many more letters went out that day with 
60¢ too much postage on them?) 

3. A first class letter arrived with 2¢ 
postage due; the mail clerk had metered 
the piece for 1¢. (Letters with postage due 
create ill will.) 

‘4. An under-eight-ounce package ar- 
rived with 80¢ postage on it. (It could 
have been shipped for 4¢!) 

5. Five letters, each with 3¢ too much on 
them, arrived from the same firm on the 
same day, carrying the same message. 

6. I received 35 different catalogs from 
one firm due to addressing errors. 


es Your mailing department is a nerve 
center of your business. You must police 
it with infinite care, constantly checking, 
always searching for ways to save, ever- 
lastingly studying methods on how to im- 
prove the dispatching of your daily out- 
going mail. 

Here are some recommendations on 
how you can make your mail departments 
more efficient: 

1. Assign a highly reliable staff member 
to the important job of spot-checking your 
outgoing mail each day. Check letters for 
correct addressing, sealing, accurate post- 
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age, current dating. 

2. Hold periodic staff meetings with 
mail room personnel, briefing them on 
regulations, postal data, the vital impor- 
tance of accuracy, neatness and extreme 
care in the handling of all outgoing mail. 

3. Test the strength of the boxes you're 
using. Send one of your more fragile prod- 
ucts to a fictitious address in a distant 
town. Wrap the article in the normal way. 
When it is returned marked “unclaimed” 
you get a good test which helps you learn 
how your packaging withstands rugged 
postal handling. 


s Offer special bonuses to loyal mail 
room personnel who suggest methods to 
save money on boxing, wrapping, ad- 
dressing and stamping operations. 


Tips for the Production Man... 


5. Always advise the mail room about 
new postal rates well in advance of the 
starting date. Do this so correct metering 
will begin the day new rates go into effect. 
(Oct. 1, 1953, incidentally, is the date for 
new parcel post rates.) 

6. Keep your labels in a safe, dry area 
so they’ll remain flat for protection to the 
gummed side thus insuring ease of affix- 
ing to outgoing packages. 

7. Constantly clean and maintain all 
typewriters, taping machines, scales and 
postage meters. (A weekly inspection of 
all mail room machines should be made.) 

Remember, your letters and your pack- 
ages represent YOU to your mail-order- 
buying public. Prepare all of them with 
care so they show you as a first class, 
highly efficient company. 


A Guide to Better Ad Reproduction 
in Magazines 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & As- 
sociates, Mendota, Ill.) 


Magazines have put into the hands of 
production men and advertisers some 
highly informative booklets on_ better 
color reproduction, but Business Week 
takes the cake with its new 20-page guide 
to better advertising reproduction. With 
clear pictures and terse, plain copy this 
brochure puts over a comparatively few 
but important points with the impact of 
a Cinerama. 

The brochure, being mailed to Business 
Week ad prospects and agencies, traces 
the steps in the handling of an advertising 
plate after it reaches the publisher. Sim- 
plified with pictures are the steps from 
negative through engraving, molding, 
press plates and printing. 

Many of the suggestions are standard, 
but apparently they are ignored with such 
frequency that repetition is relied on to 
make more converts to better preparation 
on the part of the production man. 


a What is impressive about the new guide 
is the series of “good” and “bad” or “do 
and don’t” suggestions. You see the results 
from a muddy photograph and from a 
sharp, clear one. You see in grade school 
primer fashion why thin lines in two- 
color work cause poor register. You see 
why screening of solids is desirable and 
why surprinting on too dense a_ back- 
ground screen reduces the effectiveness 


Employe Communications... 


of the printed result. If your color duo- 
tones are foggy, a “good and bad” exam- 
ple shows you why. 

Other do’s from Business Week’s new 
guide: 

Send original engravings, not electro- 
types, and send them unblocked. (Fine, 
but if all magazines on the schedule re- 
quire this, up goes engraving expense, 
down goes the amount of space which can 
be purchased.) 

Send the engravings unblocked. The 
blocks have to be removed before mold- 
ing, which sometimes results in scratched 
or damaged engravings. 

Leave the “dead metal” on the plates. 
This is essential in molding a good curved 
printing plate and helping maintain reg- 
ister. 

Give the engraver time to do a good job. 


s Prove engravings on the  publisher’s 
own stock. Engraver’s proofs on heavier 
or higher finish stock will give a wrong 
conception of the printed result. 

Prove plates with same inks as used 
by publisher. 

Package engravings carefully. Wrap 
each engraving separately, separated by 
cardboard, and face inward. The whole 
package should be wrapped in corrugated 
board and enclosed in wooden box. 

Check engravings in advance for ac- 
curate register. 

Send at least two engraver’s proofs 
with ad, for identification and checking 
purposes in foundry and in press make- 
ready department. 


Calling in the Proper Consultant 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate their 
own consulting organization in public 
relations.) 

The head of a company’s industrial re- 
lations department not long ago sur- 
rounded himself with his associates and 
posed a problem. He had been tussling 
with the problem, so he said, for some 
time and he now sought their guidance. It 
was a topic of some delicacy, he felt, and 
he would like to keep it as hush-hush as 


possible. 

His problem may have appeared ex- 
tremely difficult, but if he had faced it 
squarely and simply, it would not have 
been difficult at all. There had been a 
recommendation from the manufacturing 
side that a faithful and competent Negro 
whom we shall call John be made a fore- 
man. The question was how the other 
Negro employes in that department would 
accept his elevation. 

For an estimated three hours, the in- 


dustrial relations experts tossed this one 
around. Each in turn assayed the reac- 
tions to Negro employes’ sensibilities. 
Some felt such an appointment would 
create bad feeling. Others felt that his 
fellow-employes would consider John’s 
promotion an implied tribute to all col- 
ored people who worked there. 

As the afternoon wore on, one of the 
more limited participants had a sugges- 
tion to make. He said: “Here we are, a 
group of white persons, trying to evalu- 
ate the reactions of colored people. Maybe 
we aren’t qualified to do it. What would 
be so wrong with inviting one or more of 
our Negro employes in here and ask for 
opinions?” 


ws It took about six minutes to establish 
the fact that John was an extremely popu- 
lar man, that he was considered thorough- 
ly capable of becoming a supervisor, and 
that his colored fellow-workers would be 
delighted to see him move up. 

Not all companies take so long to call 
in the proper consultant. Unions have 
Negroes on bargaining teams not only be- 
cause they are politically representative 
of a membership segment, but because 
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they are often skilled and intelligent bar- 
gainers. One such man, a union bargain- 
ing representative on the committee, is 
so highly regarded by the company man- 
agement that the management team in- 
sists the Negro be present before negotia- 
tions meetings begin. He directs the think- 
ing of both sides in areas of discussion 
where neither group is too well informed. 


_® Industrial relations departments and 
personnel departments whose companies 
have Negroes on the payroll often need an 
interpretation of the Negro viewpoint. It 
usually doesn’t vary from the white view- 
point, but it is helpful to have. It aids the 
serenity of the industrial relations picture 
if the member of a minority group is as- 
sured that his advice is wanted, and that 
if it is practical, it will be followed. No 
reasonable employe, black or white, asks 
for more. 

The Negro market is considered so vast 


and desirable a market that many com- 
panies spend large sums of money to so- 


licit it. They engage Negro salespeople, 
and they retain Negro advisers. The for- 
mula should apply within the plant gates 
as well as beyond them. 


it’s good now. 
indifferently and impersonally. 
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see how many you can find. 


Looking at the Retail Ads 


‘When the cidewalks of New York tare inte hat griddies 
sander the sizzling sun—here's enol relict. These soft, light, 
happy-watking Jarman: are deftly woven by hand from 
Aitips of meliow, hexible leather, The effect is ragged ae 
a brawny fist, but on your feet these air-ewnpt shoes feel 
we comfortable os sandals. Leather wiles and robber heels, 
fins tick shade of Copporteme Tan thet goes smartly with 
Hight summer clothing rotors. 
OTHER JARMANS, $8.95 TO $16.95 
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By Clyde Bedell 
(Mr. Bedell is a consultant in creative advertising who was at one time 
advertising manager of Marshall Field & Co.) 


Here is an ad that has a story to tell, steps up to bat and tells it. One more 
benefit word in the headline would have made the ad stronger in appeal. But 


And the copy is good. An invitation would have kept the copy from ending 


Note the problem stores with many units have, in printing adequate signa- 


If you think ads this good are common, run through the newspapers and 


walking! 
12.95 
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Come on in, Nation’s Business is fine... New advertisers in the book this year 
include Wellington-Sears, International Tel & Tel, National Gypsum, Westinghouse, 
Monroe Calculator, United Van Lines, Frigidaire, Licensed Beverage Institute, Aetna 
Insurance, Missouri Pacific, Friden, Employers Mu‘ ual, Eastman Kodak, Minnesota 
Mining. For the full list, for the full story, for a Fa!! full of advertising results, write 
Nation’s Business, Washington 6, D.C. 
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KECA-TV Appoints Black 


Charles Black has been ap- 
pointed business manager of 
KECA-TV, ABC-PT owned station 
in Hollywood. Mr. Black, who has 
just finished two years of service 
in the Navy as a lieutenant com- 
mander, was. previously with 
KTTV, Los Angeles, as an account 
executive. 


Boosts Klonowski to S.M. 


Pivot Punch & Die Corp., North 
Tonawanda, N.Y., has promoted 
Edmund J. Klonowski to general 
sales manager of all its divisions. 
He has been sales manager of the 
Punch division. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
r next multi- 
addressing or 


livery, 

of experienced PSO 

always iti line’ THE ‘ER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


-(Now-in our 23rd successful vear.) 


| Boosts Star-Kist Tuna 


French Sardine Co., Terminal 
Island, Cal., will use a 15-minute 
weekly segment of the Arthur 
Godfrey radio and television pro- 
gram over CBS to boost its Star- 
Kist tuna, starting in early Sep- 
tember. Advertising to the trade is 
| being used to create interest in a 
|secret campaign theme. The new 
lad theme will be supported by 
‘four-color pages in the October 
and November issues of American 
Family, Better Living, Everywom- 
an’s Magazine, Family Circle and 
Woman’s Day. Good Housekeeping 
‘will carry a two-column insertion. 
B&w newspaper ads will be used 
also. Rhoades & Davis, Los Ange- 
‘les, is the agency. 


Network Promotes Willson 


K. C. Willson, Raleigh, N. C., 
general sales manager of the To- 
bacco Network, has been promoted 
to executive v.p. and general man- 
ager of the nine-station regional 
web serving eastern North Caroli- 
na. 


Sales and PR Notions... 


e “Certain parts for some old pens 
just don’t exist any more. Rather 
than send customers away with 
nothing....we’re willing to keep 
them in the Parker family by sup- 
plying new models for old.” 

With this explanation, Parker 
Pen Co., Janesville, Wis., inaugu- 
rates an “old age benefit” program 
for “retiring” old pens. Under the 
plan, stores will trade new pens, 
at cut prices, for vintage Parkers 
for which vital parts cannot be 
supplied from stock. 


@ When Chesapeake & Ohio Rail- 
way’s passenger traffic salesmen 
gathered at Old Point Comfort, 
Va., for a recent departmental staff 


Merchandising Devices 


meeting they had a varied travel | 

story to tell. However they had) 

gotten there—by air, bus, auto, | 

boat and even hitchhiking—not | 

one had taken the C&O. 
All this was by request of Thom-| 

as J. Deegan Jr., v.p. of passenger TEASER—This two-color jigsaw piece has a 

traffic and public relations, and a different-but-similar ad on the other side 

former airline executive. “Our pas- for greater (a) puzzlement and (b) sales 

senger representatives ... will doa eee. 

better job if they know what. ; 

they’re competing against,” he ex- envelope, the five-section puzzler 

plained. works together as two two-color 

|ads back-to-back on a card meas- 

e To usher in its new DC-6B serv- Uring 8%x10%”. 

ice, Western Air Lines, Los An-| ‘ 

geles, has been hitting airline pas- @ Why should a billfold—part of 

sengers with a direct-mail jigsaw Pearly everyone's wardrobe—get 


uzzle. Mailed in a regular #10 less display attention than dog 
, ™ leashes or simulated pearls? That 


@ Chrysler opened its new dramatic show last month 


Chrysler Four 
Lazy Husband 
Nose Knows 


Worry Ender 


Prince-Gardner Co., St. Louis, 
thinks it shouldn’t was evident at 


with the largest starting network in television history, 


Each week Medallion 


Theatre (Saturdays, CBS-TV) is 


“owned” by a different Chrysler Corporation car: Chrysler, 
De Soto, Dodge or Plymouth, Each car’s program has its 
own announcer or announcing team, chosen for appeal 
to potential buyers of that car. Bill Spier is the producer. 


© “When a woman 
really clean... she uses 
os 


wants to know if something is 
her nose.’ That was the headline 


of first advertisements in this new campaign for Lever 
Brothers’ Surf. Supplemented by 24-sheet billboards and 
radio and TV commercials, ads employ dynamic pictures 
and a yellow border to dramatize the copy theme: “When 
you wash them with Surf, they smell like sunshine.” 


consumers and paint dealers alike, according to National 
Gypsum Company, BBDO Buffalo client. Appearing in a 
novel format, this whimsical character opened the 1953 
Gold Bond Velvet campaign in Life. Response to the 
merchandising package built around the series by this 
client indicates a busy future for the “Lazy Husband.” 


for as little oss 


Who wouldn't like to end his winter worries now for 


“i 


@ Gold Bond’s “Lazy Husband” 


Warm Air Heating 


3.98 © week 


TOP BILLING—Usually a side item, billfolds 

_get the big play in this Christmas-season 

counter display set up by Lester Gaba for 
Prince-Gardner Co., St. Louis. 


New York’s Luggage & Leather 
Goods show, where the billfold 
manufacturer unveiled two all- 
billfold store display counters. 

The firm is also distributing a 
“Primer for the Display of Small 
Leather Goods,” authored by Les- 
ter Gaba, department store display 
authority. 


has made a hit with e An expense-paid Notre Dame 


football weekend is the bait in a 
“Pigskin Push” sales contest spon- 
sored by Harder-Freez division of 
Tyler Fixture Corp., Niles, Mich., 
which is conveniently located only 
ten miles from the _ footballers’ 
South Bend stadium. Winning dis- 
tributors, dealers and appliance 
salesmen will visit the firm’s home 
freezer plant, see a sell-out ball 
game and have a “stag” weekend 
to boot. 


Martin-Senour Campaigns 


Martin-Senour Paint Co., Chi- 
cago, will launch the largest ad- 
vertising drive of its 75-year his- 
tory this fall. Ads will run in 
American Home, Better Homes & 
Gardens, Country Gentleman, 
Good Housekeeping, House Beauti- 
ful Building Manual, House & Gar- 
den, Household, Life, Living for 
Young Homemakers, Progressive 
Farmer, The Saturday Evening 
Post, Successful Farming, Sunset 
Magazine, Today’s Woman and 
Wornan’s Home Companion. The 
campaign will center around the 
144 colors of the company’s mason- 
ry paint, Colorsol; Nu-Hue custom 
color paint; Neu-Tone flat enamel 
type paint, and the Martin.Senour 
custom color bar. MacFarland, 
|Aveyard & Co., Chicago, is the 
agency. 


as little as $3.98 a week! These Post ads show common 


heating problems, tell why American-Standard Warm Air 
Heating is the right solution. Note how the dealer is brought 
into the picture by reference to his listing under “Furnaces” 
in the “Yellow Pages” of the telephone directory. American- 


| WPTZ Appoints Three 


| John J. Kelly, promotion and 
| publicity director for WPTZ, Phil- 
adelphia, has been promoted to 
/general promotion manager. Rob- 


BATTEN, 


NEW YORK * BOSTON 


#5 


BARTON, 


* BUFFALO * 


DURSTINE 


CHICAGO © CLEVELAND © PITTSBURGH * MINNEAPOLIS * 


: : ; " |ert Klaus, previously ith Phil 
Standard is a client of BBDO Pittsburgh. | Edwards & "hesasiabes, "taloviaion 

= | gonraee producer, joins the sta- 

a P ‘% tion to direct publicity. Jack Wiley, 

& OSBORN, INC. Advertising ‘formerly with the Philadelphia of- 
SAN FRANCISCO * HOLLYWOOD * LOS ANGELES * DETROIT \fice of Albert Frank—Guenther 


Law, has been named promotion 
director. 
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Advertising Age, August 31, 1953 


Coming 
Conventions 


*Indicates first listing in this column 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

*Sept. 21-24. Premium Advertising Assn. 
of America, annual meeting, Hotel Astor, 
New York. 

Sept. 26-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 


Oct. 4-6. Tenth District, Advertising 
Federation of America, Corpus Christi, 
Tex. 


Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel La Salle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 


vention, Shoreham Hotel, Washington 
Bn. <c. 

Oct. 8-10. Life Insurance Advertisers 
Assn., 20th anniversary convention, Hotel 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 


Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. i 

Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. | 

Oct. 23-25. Midwest Intercity Confer- | 
ence of Women's Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 7-8. Fifth District, Advertising 
Federation of America, Louisville, Ky. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 

*Nov. 16-18. Public Relations Society of 
America, sixth annual conference. Shera- 
ton-Cadillac Hotel, Detroit. | 


Hayman Gets 3 Youngstown 
Accounts, Opens Branch | 


George W. Hayman Advertis- 
ing Agency, Rockville Centre, N.Y., 
which has opened a branch office | 
in Youngstown, O., has added) 
three accounts to be handled. 
through its new branch. The ad-. 
vertisers are the Youngstown Ses- 
quicentennial Exposition; Storm 
Windows of Aluminum Inc., Apco, 
O., and Rosenblum Bros. Co., 
Youngstown maker of aluminum 
awnings. 

William F. Stalker, formerly of 
WFMJ, Youngstown, has been 
named v.p. in charge of the new 
office, which is tocated in the 
Stambaugh Bldg. 


Crockett Joins KOMO-TV 


Dave Crockett, formerly director 
of radio and television for the 
Seattle office of Cole & Weber, has 
been appointed program manager 
for KOMO-TV, Seattle. The station 
is scheduled to go on the air Dec. 
11 ata maximum power of 100,000 
watts on Channel 4 and will be 
the Seattle NBC television affili- 
ate. 


Names Keelor & Stites Co. 


Keelor & Stites Co., Cincinnati, 
has been appointed to handle ad- 
vertising for American Pamcor 
Inc., a subsidiary of Aircraft-Mar- 
ine Products Inc., Harrisburg, Pa. 
An intensive campaign for Champ 
hand tools will include newspapers. | 


| 
| 
j 


ALFRED W. deJONGE, formerly an adver- 

tising and merchandising executive with 

Vick Chemical Co., has joined Harold M. 

Mitchell Inc., New York. He will direct the 

agency’s newly established drug and cos- 
metic division. 


Beautee-Fit Names Kimball 
Beautee-Fit Co., Los Angeles, 
has named Abbott Kimball Co., 
Los Angeles, to handle its adver- 
tising, effective Oct. 1. The com- 


pany, which manufactures bras- 
sieres and garter belts, has national 
distribution through department 
stores and specialty shops. Cam- 
paign plans call for the use of 
magazines, trade publications and 
direct mail. 


Wine, Liquor Guide Issued 


| 
} 
Liquor Publications Inc.. 


381 


Fourth Ave., New York 16, has |@ 


issued the 1953 edition of the “Red | 
Book Encyclopaedic Directory of | 


the Wine & Liquor Industries.” | 


Wine and liquor brands and pro-| 
ducers, distillers, vintners and| 
others allied with the industry 
are listed. Copies of the 360-page 
hard-bound book retail at $10 a/! 
copy. 


Harold Warner Co., Buffalo, has 
been named to handle advertising 
for Protective Closures Co., Buf- 
falo maker of CaPlugs plastic caps 
and plugs, and for Union Iron 
Works, Erie, Pa., manufacturer of 
steam generator and process equip- 
ment. 


. *MRS. AMERICA OF 1953. 


Harold Warner Co. Adds Two e 
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| CAN HELP YOU 
IN YOUR OFFICE 
OR OURS 


WITH ALL OF YOUR 


TYPING 

STENOGRAPHY 

FILING 

GENERAL OFFICE WORK 
CALCULATING 

PAYROLL 


manpower, inc. 


NATION'S LARGEST TEMPORARY HELP SERVICE 


manpower, inc. an: 


its affiliates operate in Buffalo 
Chicago Cincinnati Cleveland De- 
troit Kansas City Milwaukee Min- 
neapolis Newark New York Omaha 
Philadelphia Pittsburgh St. Louis 


Mrs. Evelyn Joyce Schenk, 
a temporary employee in 
our New York office. 

We are not an employment 
agency. Our employees are 
fully bonded and insured, and 
will work for you 4 hours, a 
day, a week, a month or 


47 


St. Paul 
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Up to 4 times your money back! 


And in 


120 days! Can you get such a 


return, so quickly, in your business? 


We certainly can’t in publishing. But the 
smart farmer can, and often does! By spending 
$5 to $30 more per acre now, he may realize 
as much as four times his expense four months 
from now—in increased production of corn, 


hay, wheat, 


SUCCESSFUL FARMING tells him how. 


small grains. The May issue of 


.. by using 


fertilizer for seven soil conditions and crops. 


SUCCESSFUL FARMING helps the 

nation’s best farmers make money 
-not in a single article in an 

occasional issue, but with dozens 


of articles in every issue. Helps him _. 
make money, save time and work, plan better. 
And helps his wife save steps and effort, 


improve her 


whole family 


home... helps th: 


get more out of life. 


If any magazine helped y 
business as much, as well, and a 


| in your own 


consistently as 


SUCCESSFUL FARMING helps the { (rier business- 


man—you'd put it to work for you! 
SUCCESSFUL FARMING reaches one of the 
best US industrial and consumer markets 
—has a million circulation concentrated 
among the top farmers with the best soil, 
best brains, best techniques, and the biggest 
investments in building and equipment 
... who get 88°, of the US farm income. The 
average annual cash income of the SF farm 
subscriber is in excess of $10,000 — 64%, 
higher than the national farm average. 


_ Ina market only spotted by general media 
€ and television, the national advertiser 
needs SuccessruL FARMING for its deep 
penetration, and influence based on 
fifty years of service, to balance national 
advertising effort, and get the most of 
today’s best farm sales potential, at the lowest 
cost. For all the facts on the greatest current 
advertising opportunity, ask any SF office. 


MerepituH PusisninG Co., Des Moines... 
also New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


is ss an te pant: | peri ee SN dah eee ee Ae et rt ae oe a st tke! ee ihe eta, ou by hee: tet ra a2 Ni oN Rees ‘ te ey ek zc boc 3 (Se nes Re Seam ieee ee Es ee ans Fie gure *y 5 oe tg. NT Pt See Me ea BOS Sesial eG aiteetioes, poke ace Aas Ae Males ip § ye ry = ~" = 3 es eg 
ees oe sl, fe OS ies la age pata ee ene, | aie a anata phar eedamess ra nas ter Oe ee tp ube og SC Rac a  Can le) Yr Wns ea) en Rema on ht acer Ne eee ai oad a + Ph a orate oy ar oy ee Sirsa 1 et ate ee Ine ail Wage oa pk a a 
oy Bia matey ek wer sy aie re : ag Fey ane eR tat Er Seeley ae Yaut Som Bek Litre? RN I Us Ne at A Nie eae St Bene fer ck Peet SMR ER Fis A Tenet ie oe te Wephael wine eter an” Be Taek 7 hee seo ot hae neg Ro, 82 P as ig Seale ey Vs 2 shiheaa Stee a ae 
Mga he. Te Eelam, Sees Gh ca aime” te See ie ne nes eeemameren a as te: oor: ag ake 554 a Saee e  eee e eN atten Oa aS Gs grils eae iG at at ee ae Ea = 
s ae : ie : ; : : ene 
Rs pal eran ei OR “: , ir. oe 
> = § 
| @e*see0eee @eeeeeeeneaoeeeeoeeon 8} 008008 
* 
Vd etal * 
| pe | > ey . 
| BP hs ane or : 
" | ’ Bee? are e — * 
] { —" pas ie : 
) | F Bg ° — 7 
1 ee Ce = hes a 
: co ae ° — * 
iad jee e 
. iia: 
| _" . 3 ee ° 
- a : 
a g'2.- ¥ ° 
ae , ss ° s 
; - si * 
4 bf | ; = | ae a” 
Q ae | sa . ' y 
} a + e ‘ . e 
s sd |i Sate _ e 
* 
. * 6 
ae ® want * 
. —e e . 
j . | 
f * i 
t - e cs as 2 cab 
oC Vines 
4 ae 
= | oO 
2 i o ee ae 
MM ] cxsessscesennsosecmesinsssensstzmssaensssessnsepsnessssissientimnthementililsnsseaeseensscienssena TES. eeenetninmmmatemiensinsssecanse) + 06" CIensinsaaiasaaestatate SM Rael 
: Ly ST pitted: i 
t | fo at a 
j Ld  CERNUL AY 9 ei Ls. Pome odes he erie 
Po | we, “ : rm, A’ lo "20. «* ( rs At + ~ $. , WS 
i" a. > / > RBG XX j ie a ks 
| | i sfj a rere nnn 4 — peti 
| | TAGs wey —; Mr | nes 
| | % ey, e J,’ Gell - ~ F . » “ ak: = ees 
| (i CHART A ay > PO pte : : ne 
i | . s a a S . “=e. : 3 ve 
>: _ 3 i = 10 ee. 
i ' ey ey an ~ : Ny 
i < eT KS >» - [O-20 -c 20*@ _ 
i} :93 “y Oy - ~ ie ¥ ‘ ees 
tall ™. Ga ; le > al Apecinmatetetttinane net eis N ia _ ‘ > es en 
, Z 4 : 
— om : q 2 _ . Re sii 
' > i # » ee 
. é' > lo - ‘ ‘ 
ae : RAM * 10-20\g* 1s "20°Oe ae | 
: ‘% . : a ° JT ee - 3 aia cas 
ey ° “ sé j hemes say 
aie. i as , i ve aX ees 
‘ ’ + ae i 4 arr a4 i ee . , ' ? Mas 
- ex : > . 2: ‘ ‘ “= ‘ On 
~ E : 4 eae 
( ‘ im © "1 “ : ae 
: é +. Bid | -20 6 9h. , eo 
y ‘ : LAR a + >. ee 
$ ‘ ' ; j a pee 
5 . eee ETT CO, \e. ‘ Pe: oe ee 
’ ; . a od ‘w ; “, ~~ >) . - a | ‘eee 
r ‘ : 3 a a . = ; omg , : gE hook: ee 
; ; a » . My Ct “Ee Db a es 
. S re & ae eat <2 
. = Ht  10-20-0 10-20-0 %. ho aS 
: | = . +E Seni 
| t ‘ +} (’ ’ . —— 
§ 5 J * 7 hes are. 
/ : g “ : We lat Aa 
F g! H ' ? PF “ : on” core mci”) We ¥  ~ ' NSN 
' can ; : Ee ou x mee . imap 2 
‘ t. ‘ ee het } ~ 7 ; pray my : : , Ae: 
{ . a Wag ‘ f J Pe 
l fj = _ 4 BAG et 
in 2 ; : : Ae i a a ‘wae % | CREE er reat 
i 79> ~ be & q Ay 2 6 
ri MULAR § 10-20-0 ‘\ i GR “gia 
” Se ae 
2 { 2 a “3 Pa ee ry ten i culpa 
rT ae : PTE eek 
| hae 
a. 
| | eae 
? Dapeae 
, 4 he, ee 
y ‘ ug eee 
| i ae i 
fd 
‘ aes 
if bee 
‘ meray 
it Fe : 
i! : eho <2 
H em 
4 : Pan ule 
i! 4 
i! cs 
- te , # i : 
. 7] — ee 
, ! 
H poe faree 
c if « a 
‘ fi ee aoa 
- ‘ 
\ D+ p= eae 
. i Sra 
. be Panatet: 
: a f t/ ire 
: 4 -o = EG 
r’ rt see. 
ieee Be tee 
a9) pe 
ail ar 
Pe 
| 
| 
| : 
: ° Y Sue, . ‘ 
. hey, Pr 4higs pe ae 
; a? . 
’ | ‘ iy N = * “4 
n hi j= ote iis 
fils! ee ‘ : 
: . Tees 
sf ‘ : . _ 2 eras 


as 
a 
* 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ART DIRECTION 
CONTACT 


Art studio subsidiary of growing, medi-| 


um-size agency needs versatile designer 
for local contact and creative work on 
2 or 3 studio accounts. Unusually young 
and congenial 30-man staff has just 
moved into handsome new quarters oc- 
cupying top floor of new office building. 
Wide range of creative assignments; full 
art director status. Satisfactory housing 
situation in one of Wisconsin’s most beau- 
tiful cities. Just three hours from Chi- 
cago. Generous salary; incentive systern 
available. Write, quickly and completely, 
to 


Advertising Artists Division 
The Brady Company 
12th Floor, Irving Zuelke Bldg. 
Appleton, Wisconsin 
COPY WRITER 

4A Atlanta agency has opening for ex- 
perienced writer on varied list of regional 
and national accounts. Send complete re- 
sume, including age, education, experi- 
ence, and salary requirements. 

Box 5912, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 

BARNARD 

A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


PREMIUM BUYER 
WANTED 


This is a real opportunity 
for a seasoned premium pur- 
chasng agent...one who 
knows sources, values, costs 
and can get things done 
speedily and _ thoroughly. 
Wide range of items. Party 
Plan marketing knowledge 
an advantage but if you 
rate high on all other fac- 
tors, we will teach you Par- 
ty Plan premium needs. 
Must reside in Florida (or 
be willing to). Immediate 
opening. Excellent compen- 
sation. Write in detail 
TUPPER HOME PARTIES, INC. 
Orlando, Florida 


ANYBODY FOR NASHVILLE? 
Creative copy and planning man wanted 
by growing 4-A agency. Chance for pleas- 
ant permanent connection with plenty 
of opportunity. Tell me about yourself. 
DOYNE, 415 Church St., 
Nashville 3, Tennessee 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 48-4424 

BANKERS BLDG. CHICAGO lI, ILL. 
SALES REPRESENTATIVE—in New 
York, Chicago and Atlanta for national- 
ly known, complete line of illuminated 
advertising clocks and signs. Young, co- 
operative principals. Exclusive territory 
arrangement. Let’s get together now for 
active fall season. 

Box 5907, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, ILL. 
FOR A GAL WANTING A CHALLENGE 
AND A CHANCE! Picture a pleasant of- 
fice, capable and congenial associates, and 
you as secretary-assistant to owner of 
successful small agency. Shorthand and 
typing profiency requried—agency ex- 
perience desirable—under 30 attractive- 
ness preferred. Varied assignment pro- 
vides excitement and opportunity for ad- 
vancement. Will become involved in me- 
dia, traffic, publicity—maybe even copy 
and production, 

Box 5908, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 


PUBLIC RELATIONS 
WRITER WANTED 


By Chicago Advertising Agency 


A man, or woman, capable of 
handling complete assignments— 
planning, writing, contacts — on 
national accounts. Must be expe- 
rienced, preferably in household 
appliances, home decoration, 
building materials, or related 
lines. This is an exceptional op- 
portunity; please write fully. 

(Our own staff knows of this ad.) 


Box 613 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
| All types of positions for men and women. 
1185 N. Wabash Fr 2-0115 Chicago 


|NEW YORK REPRESENTATIVE SEEKS 
|space salesman with promotional know- 
how either magazine or newspaper ex- 
perience. Give background record, ref- 
erences and salary requirements. 
Box 5910, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


SOUTHWEST. ..senior account executive 
to match a job with a present and a fu- 
ture. If you are successful, about 35, able 
to work and plan with clients, if you 
have demonstrated sales sense con- 
sumer goods...if you have a minimum 
of five years agency experience, this 
long-established, largest agency in its 
city would like to hear from you, Our 
staff knows of this ad. 

Box 5868, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 


ADVERTISING SALESMAN-MANAGER 
Self-managing, experienced advertising 
salesman wanted to take over, manager 
year old Chicago trade magazine. He will 
sell in Chicago area. Arrange for repre- 
sentation in other parts of the country. 
Straight commission. Will be given ads 
already in book. 
Need man with proven record. Take 
over, build up an excellent potential mag- 
azine. Opportunity as big as man. Call 
WEbster 9-0992. 


Salesman for PLASTI-CHROME. Natural 
Color Advertising Post Cards, and allied 
items in NYC. Highly profitable opportu- 
nity for right man. 

COLOURPICTURE Publishers, Inc. 

390, Newbury Street Boston, Mass. 
ADVERTISING - SALES - PROMOTION 
Quality jobs for qualified men and women 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 


Chicago 


POSITIO'.S WANTED 


THE ADVERTISING MARKET PLACE | ie cee 


Promotion and editing experience with 
leading nationa] advertisers. Want op- 
portunity with agency or advertiser that 
'demands top talent and initiative. 

Box 5904, ADVERTISING AGE 

JR. ACCOUNT EXEC. Age 27. Business 
administration and engineering honor 
graduate. Just rounding out six years of 


Planned, diversified advertising back- 
ground as preparation for account serv- 
icing. Experienced in all phases of out- 
door for national advertisers. In addition 


offers a sound, broad base of agency 
activity in traffic, national merchandising, 
client-sales contacts, with emphasis on 
food and beer accounts. Now ready to 
match preparation and experience with 
larger opportunity in strong creative 
agency in major market. 

Box 5892, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
GRAND RAPIDS OR WEST MICHIGAN 
Successful asst. adv. mgr. for national 
manufacturer ready for bigger job with 
progressive firm (or small company with 
desire to grow or retrogressive firm in 
need of spark). 8 yrs. experience litera- 
ture, magazine, newspaper, direct mail, 
exhibits, production. Excellent adminis- 
trator. Work well with agency and man- 
agement. Age 33, family. Let’s discuss 
what I can do for you. 

Box 5913, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIl. 


SHRDLU ETAOIN AVAILABLE 
Capable agency man; 15 years suc- 
cessful experience with 4A Chicago 
firms seeks position in medium sized 
agency or in ad dept. of mfgr. A 
powerhouse on production, traffic, 
art; some experience in copy and 
layout. Best references. 
Box 611 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING PERSONNEL 


wanted for Connecticut Manufacturers 
and agencies, managers and copywriters 


with and without technical background, 
artists, creative and paste-up; Also 
Agency personnel and account executives, 
Public Relations and Sales Promotion 


Personnel. Mail duplicate resumes. 


PALACE EMPLOYMENT SERVICE 
647 Main Street, Hartford, Conn 


POSITIONS WANTED 


Managing Editor of monthly vertical 

looking for new connection as publisher 

is moving East. Experienced with make- 

up, circulation and advertising promotion. 

Specialized knowledge of sports. Journal- 

ism graduate, 34, married. 

Box 5909, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, ILL 

TRADE PAPER SPACE SALESMAN 

Publisher’s district space sales manager 

10 yr. record Chicago and midwest, 

wants to make change. Top producer in 

industrial, diesel, frozen food production 

and merchandising, and marine fields. 

Must be modern, strong _ publication, 

medium to large circulation, with pro- 

gressive publisher. 

Box 5905, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
COPYWRITING 

opportunity wanted. Experienced in re- 

tail promotion, merchandising... creative 

writing. 

Box 5911, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ART STUDIOS AND AD AGENCIES 
FILMS are a RICH and GROWING MAR- 
KET 
There are one-half million 16mm motion 
picture projectors in the 
Twenty million people 
see sponsored films each week. 
Would you like to help fill 
the growing demand for this medium? 
I am seeking an arrangement 
with a progressive organization 
to set up and operate a unit 
for producing business and TV films. 
May I present a detailed proposal? 
Box 5903, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 
Double-Barreled Copywriter 
Topnotch idea man. Writes hard-hitting 
“sell,” or sincere honest “reason why.” 
Now employed 4A agency. Also top re- 
tail exper. Age 29. Chgo. or L. A. 

Box 5906, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


AVAILABLE NOW! 
TOP APPLIANCE COPYWRITER 


Experience Includes: 
Copywriter national grocery chain + 
space rep. national mag. «+ 5 years 
newspaper _— sales « own agency 
for 1 year. Resume on request. 

Box 609 ADVERTISING AGE 


200 East Illinois Ave. Chicago, Ill. 


MAGAZINE PRODUCTION TIME AVAILABLE 


Medium size plant located 85 miles from Chicago 
specializing in publication printing for 25 years has 
opening for one saddle stitch magazine with 25 to 
50,000 press run, to mail on 10th to 15th of month. 
Complete plant: composing dept., presses, bindery, 
mailing and stencil-making. Daily pickup and de- 
livery service in Chicago. Write or wire Box 610, 
ADVERTISING AGE, 200 E. Illinois St., Chicago 
11, Ill., for further information. 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 
. Clem 


DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicago 2, III. 


CRUISER FOR SALE... 


Completely overhauled, repainted 1952 
season, Complete engine overhaul 1953 
season, Sleeps 4. New galley. Separate 
head. Cruises 15 mph. (Stop watch 
checked). Insured through July 1954. 
26’. 6 years old. Now docked in Chicago. 
Write Box 614, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Ill., for app’t. 
to see, and bring your money. 


“RADIO-TV WRITER 


Excellent opportunity for creative 
young man in expanding radio-TV de- 
partment. Must have versatility, curiosity 
and willingness to tackle and master new 
problems. Agricultural background help- 
ful, not essential. Future unlimited. 
Salary commensurate with ability and 
experignce. Write fully. 

BONSIB ADVERTISING AGENCY 
700 Fort Wayne Bank Bidg., 
Fort Wi Ind. 


THE MAN 
FOR THIS JOB 


Is a successful industrial copy writer. 
He _—— interesting, convincing 
trade paper copy and sales litera- 
ture—likes the solid, business-like 
“feel” of industrial advertising. He 
can handle himself well in contact 
work—perhaps would like more op- 
rtunity for full account responsi- 
jlity than he gets now. 


We want this man to carry through 
on important industrial machinery 
roducts, from plan to preparation 
o promotion. He will work with a 
compact, congenial group, yet enjoy 
the full >, and employment 
benefits of our large organization. 
He will make his home in Milwau- 
kee—a city that has much to recom- 
mend it as a good place to live. 


If this appeals to you, send a 
résumé of your experience and qual- 
ifications as the first step to an 
interview. Compton Advertising, 
< 744 No. Fourth St., Milwaukee 
3, Wis. 


AVTOTRONIC 


ELEVATORING 


SPEEDS 
THE 
HOME-RUSH 
TRAFFIC 


S@ererrer PFLeEVvVATORING 5s 


EFFECTIVE FOR ELEVATORS—Here is an 


Without Attendant 
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TRAFFIC 
CHANGES 
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Sustnmness or orrs 


example of the ads being used by Otis 


Elevator Co., New York, to stress highlights of its Autotronic elevators. To reach 
major buying influences with maximum effectiveness, Otis uses 15 business papers 


in the U. S. and six in Canada. Skillful 


use of white space and combinations of 


line drawings and halftones, together with catch-line subheads which summarize 


the message of each ad are features of 


the campaign. G. M. Basford Co. is the 


agency. 


Business Paper Success Story... 


Otis Lifts Automatic Elevator Sales 


Moves Orders in ‘Slow’ 
Field with 15-Paper Ad 
Program; Plans Expansion 


By Charles Downes 
NEw York, Aug. 26—Since 1950, 
when it introduced its Autotronic 
elevator, Otis Elevator Co. has 
concentrated virtually all of its 
advertising in business publica- 


ACCOUNT EXECUTIVE 


Ground floor opportunity with 
growing Michigan Ave. adver- 
tising agency for experienced 
man with strong new business 
potential. 


Box 612 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, III. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


OO 


_—— a 
f DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


200 E. Illinois St. 


EXPERIENCED MAJOR APPLIANCE 
MERCHANDISER WANTED 


The man we are seeking is now in a responsible position. 
He must have outstanding experience in home appliance 
merchandising and advertising. Creative experience essen- 
tial. Responsible account executive position in large 4A 
midwest agency is open for this man. Write details of expe- 
rience and salary requirement. Confidences respected. Our 
employees know of this advertisement. 


BOX 608 ADVERTISING AGE 


Chicago 11, II. 


with Heavy Business Paper Schedule 


tions. 

As explained by J. C. Snape, 
v.p. of G. M. Basford Co., Otis’ 
agency, there are three major rea- 
sons for this: 

1. Because of the nature of the 
product and its market. 

2. Because of the variety of buy- 
ing influences to be reached. 

3. Because business papers were 
regarded as the most effective and 
economical tool that could be used 
to create interest in the product 
and sustain interest for an in- 
definite period. 


# Negotiations for the sale of an 
elevator frequently go on for three 
years. Price of the elevator and 
cost of installation may range from 
$30,000 for a three or four-story 
building to $1,500,000 for a multi- 
story office building. 

Sales efforts start as soon as a 
building is conceived. Mr. Snape 
estimates that as many as 16 peo- 
ple can, and frequently do, influ- 
ence the sale of an elevator. 

The company’s advertising is 
directed specifically at most of 
these people. Among these key 
buying influences are officers and 
administration executives of com- 
panies; building owners and oper- 
ators; ranking officers of building 
owning corporations; mortgage 
holders; life insurance companies; 
savings banks; financial organiza- 
tions, and building managers. 


| ~ 


|™ Obviously, the Otis sales force 
| couldn't possibly reach the people 
|at the various levels that are em- 
braced in the groups and organiza- 
tions listed as key buying influ- 
ences. 

That is why the company and its 
agency turned to business papers 
to create initial interest and to sus- 
tain it for an indefinite period. 

To cover the types and number 
of people that it wants to reach 

effectively and economically, Otis 
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uses publications in several differ- | 
ent fields. 


® In the general management field 
it uses Business Week, Dun’s Re- 
view, Fortune, U. S. News & World 
Report, and Wall Street Journal. 

In the building management 
field it uses Buildings and Sky- 
scraper Management. 

In the architectural field it uses 
Architectural Record, Forum, 
Journal of the AIA, and Progres- 
sive Architecture. | 

In the department store field 
it uses Department Store Econ-'| 
omist and Stores. 

In the hotel field it uses Hotel 
Management and Hotel Monthly. 

In the hospital and freight! 
handling fields, the company’s ad- | 
vertising schedule is in process of 
development on a regular schedule. | 
Ads have been used irregularly in| 
several publications, and it is ex-' 
pected that a new schedule will be 
worked out in the near future. 


® In 1950 Otis intreduced its Aut- 


otronic elevator, which made it connection that the elevators rep- as its promotion counsel. 


possible to supervise the traffic of | 
banks of elevators automatically | 
and electronically. Before that. 
starters in buildings had to manip- | 
ulate elevator traffic from the| 
lobbies in the buildings. 

Last year a further advance was | 
made in automatic controls, and in 
June of this year Otis announced 
completely automatic elevators 
and started a series of demonstra- 
tions this month (AA, July 20). 

Every traffic pattern which 
might occur in any type of ele- 
vator-equipped building can be set 
up on the electronic control panel, 
the “brain” of which analyzes, 
traffic and changes car schedules 
to match required patterns. 


8 To tell and sell this story, which 
is technical and complicated, re- | 
quired a lot of doing in the adver- 
tising copy, Mr. Snape said. The 
current series has been designed to 
tell the story of Otis’ Autotronic 
elevatoring without attendant, 
clearly, simply and in detail. 

This has been done, as may be 
seen in the accompanying illustra- 
tion, by skillful use of white space 
and combinations of halftones and 
line drawings together with short, 
catch-line subheads superimposed 
on the illustrations. These sub- 
heads summarize the context of 
each ad and, taken together, pre- 
sent the highlights of the running 
campaign. 


® For example, they point out that 
Autotronic elevatoring “saves up 
to $7,000 a car, increases a build- 
ing’s prestige, minimizes the hu- 
man element, maintains high speed 
operation, sets a livelier pace, | 
makes tenants friendlier, handles | 
heavy building traffic, makes car | 
operation automatic, supervises 
car travel electronically, speeds 
normal door closing, prevents de- 
lays at landings, keeps morning 
surges moving, speeds return of 
empty cars, follows traffic de- 
mands automatically, speeds the | 
home rush traffic, provides extra | 
cars automatically, and answers | 
night calls faster.” 

Each of these points is explained | 
and illustrated in an ad of the) 
series. The complete series has. 
just been bound for Otis by For-. 
tune. These bound copies are being 
sent to Otis salesmen to be used 
as part of their sales kit. The com- 
plete series of ads has been found 
to be an effective sales tool. The 
ads tell the story of Autotronic ele- 
vators quickly, effectively and 
graphically, and have proven their 
value at actual sales presentations. 


s Otis Elevator Co. of Canada is 
also carrying on a similar adver- 
tising campaign in six Canadian 
publications. These are Architec- 
ture (French edition); Building 
Management, Engineering Journal, 
Financial Post, Journal of the 
Royal Architectural Institute, and 
Time. 


Incidentally, the Journal of the 
Royal Architectural Institute in 
June presented Otis Elevator Co. 
with the  publication’s annual 
award for 1952 for the most out- 
standing advertising campaign of 
the year in the Canadian architec- 
tural field. This, of course, was for 
the company’s campaign on Auto- 


|tronic elevatoring. 


But the full impact of the cam- 
paign’s effectiveness, Mr. Snape 
believes, is shown in the percent- 
age figures of office buildings that 
have installed automatic elevators 
since 1950, when Otis first 
launched its campaign for auto- 
matic elevators. 


@ In 1950, he says, only 12.6% 
of elevators in office buildings 
were automatically operated with- 
out attendants. In 1951 the per- 
centage had increased to 32.7%. 
In 1952 the percentage jumped to 
58%. By the end of 1953, Mr. 
Snape estimates the percentage 
will be about 75%. 


| 


resented in these percentages are 
not all at present in actual opera- 
tion. Many are being installed or 
will be installed in buildings under 
construction. For the most part, 
automatic elevators are going into 
new buildings, and construction 
trends seem to be in the direction 
of more and more automatic 
equipment. 

“Any way you look at it,” Mr. 
Snape says, “for the problem we 
had and the type of job we had to 
do, selective and effective use of 
business papers was the only an- 
swer. The results speak for them- 
selves.” 


‘Flow’ Appoints Oakes 

Russell F. Oakes, formerly ad- 
vertising and sales promotion di- 
rector for Clark Equipment Co., 
Buchanan, Mich., has been ap- 
pointed general manager of Flow, 
published by Industrial Publishing 
Co., Cleveland. 


‘Worid’ Gets Counsel 
World, New York, has named 


It should be mentioned in this Royal & de Guzman, New York, 


MING/ 


COVERING THE LUSH LAP OF COLORADO'S 
RICH EASTERN SLOPE 


* Population: 958,200 in metropolitan Denver and surrounding coverage area. 
® Total TV families: more than 175,000 
® Total families: 273,600 


counties outside Denve 


FAST GROWING COLORAD©O...RICH IN RESOURCES 


RICH IN SALES 


® Total retail sales: $1,125,597,000 
® Income per family (average): Denver $5,275.00 — 
$4,500.00 (approx.) 


fF -PRESENTED BY THE KATZ AGENCY 
ADDIN RADIO AND TELEVISION, 


Ad Assn. of the West Names 
Lane Board Chairman 


L. W. Lane Sr., Lane Publishing 
Co., Menlo Park, Cal., has been ap- 
pointed chairman of the board of 
trustees of the Advertising Assn. of 
the West. Marie Carlton becomes 
office manager and secretary. 

Committee chairmen are Arthur 
M. Arlett, West-Marquis, San 
Francisco, promotion and publici- 
ty; Warwick Carpenter, Sales Man- 
agement, Santa Barbara, research 
and market study; Robert Chapin, 
Chapin-Damm Advertising, Sacra- 
mento, small business; Robert C. 
Coleson, Advertising Council, Hol- 
lywood, public activities; Clair G. 
Henderson, Arthur G. Rippey & 
Co., Denver, Advertising Recogni- 
tion Week; Arthur L. Madsen, 
Madsen Agency, Spokane, school 
activities; E. J. Murphy, Los An- 
geles, history; Roscoe Reading, 


Reading Displays, Boise, club con-| 


tests, and John B. Long, Califor- 
nia Newspaper Publishers Assn., 
Los Angeles, legislative. 


‘Post’ Issues ‘Year Book’ 


The Financial Post, 481 Univer- 
sity Ave., Toronto 2, has issued 


49 


the 1953 edition of its Business 
Year Book, containing market data 
obtained from the recent Canadian 
census. The 168-page book sells for 
$3 postpaid. 


pyar | 


ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in vour office can set perfect head- 


lines, body text, with Fototype.(A stenographer 
| get this entire ad!) Cuts type costs by as much 
| as 90%. Use for house organs, ads, direct mail, 
catalogs, brochures—even letterheads! Clean, 
| sharp characters for offset,zines or silk screen 


| yeproduction. Over 250 type styles and sizes 
| Send for your free copy of ¢ atalog 53 today! 
| 
| 
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415 Roscoe Street 
CHICAGO 13 


INC. 


=] \/ Denver 


ON THE AIR NOVEMBER Ist 


CBS 


TELEVISION 


Antenna 2380 feet 
above mile-high Denver 


KLZ-TV 


Maximum power 
authorized — 


316,000 WATTS 


On the air with facilities 
unrivalled in the Rocky 
Mountain West 


On the air with CBS Television 


On the air with 32 years’ 
experience as Denver's leading 
radio station... with a dis- 
tinguished record for creative 
programming...with more than 
5 years of planning, staff 
training and integration, 

for TV 
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PREVIEW EXPRESSIONS—Attending a preview of Monsanto Briei, v.p., Reader's Digest International Editions; Brax Pollard 
Chemical Co.'s film, “Decision for Chemistry,” are (left to right) and Julio Usera of Monsanto Chemical, and H. D. Damato, dis- 
Irwin A. Viadimir, president of Irwin Vladimir & Co.; John H. trict manager, American Exporter publications. 
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GOOD FELLOWS—JOHN E. Mertes (center), 
professor of marketing and chairman of 
the marketing department of the University 
of Oklahoma, accepts a certificate of ‘‘Fel- 
lowship in Business’ from Sigurd S. Lar- 
mon (right), president of Young & Rubi- 
cam, New York. Dr. William T. Kelly, as- 
FAR FETCHED?—This scene takes place in a golfers club in New York. That's an sistant professor of marketing at the Whar- 
International Harvester Decorator refrigerator, and the two gals are decked out in ton Schoo! of Finance, University of Penn- 
Everglaze chintz which matches the refrigerator door. The chintz is Scotch.plaid------sylvania, who also received a certificate, is 
“since golfing originated in Scotland.” One of the “caddies” holds a Libbey drinking at left. Y&R’s fellowships are offered in co- 
glass of iced tea. This constitutes a “three way promotion.” The occasion? A demon- operation with the Foundation for Economic 
stration of the theory that cold golf balls are livelier. Education, Irvington-on-Hudson, N. Y. 
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WATERPROOF—TV starlet Marilyn Burtis shows how you can print things under water 
with the silk screen process and still look pretty. Demonstrations like this one will 
RADIO PITCHMAN—Reg Rollinson (left), Station Representatives (standing, |. to r.): George Laboda and George McCoy, Colgate- spark an exhibit of the various applications of silk screen printing which will be 
Assn., New York, outlines the story for spot radio to representa- Palmolive-Peet Co., and Ed Fitzsimmons, Weed & Co.; Seated sponsored by the Los Angeles chapter of the Scroen Process Printing Assn. at Los 
tives of one of the medium’s biggest spenders. His audience are Janet Gilbert and John Crandali, Sherman & Marquette. Angeles’ Biltmore Hotel, Sept. 22 and 23. 


in order to realize 
its Objectives for 


HEAD TABLE—More than 100 persons attended the Point of Purchase Advertising Institute membership Associates; Carl V. Haecker, RCA Victor division, Radio Corp. of America; Paul Godell, Arvey Corp.; Walter 
meeting and luncheon held at the Advertising Club in New York. A feature of the session was a discussion J. Ash, Consolidated Litho; Norton B. Jackson, executive director of POPAI; W. L. Stensgaard, W. L. 
aie of the ANA-POPAI project, which calls for the publication of a manual tentatively titled “Advertising ot Stensgaard & Associates; Edward K. Whitmore, Oberly & Newell; William Melish Harris; Harry Fenster, 
rey the Point of Purchase.” Seated at the head table are (left to right) Howard Cowee, William Melish Horris |. Fenster & Sons; George Hughes, Kindred, Maclean & Co., and Dane Hahn of W. L. Stensgaord. 
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This Week in Washington... 


Commerce Department Prestige Sinks 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Aug. 27—Some- 
times it seems that the Department 
of Commerce has less prestige 
under the Eisenhower administra- 
tion than it did under the most 
hostile of its New Deal proconsuls. | 

A few weeks ago, Commerce 
Secretary Sinclair Weeks was la-| 
menting the fact that the depart-| 
ment was the “Little Orphan An-| 
nie” of the New Deal, spending 
less for service to business than it. 
did 25 years ago when Herbert. 
Hoover was secretary. 

Instead of restoring the depart- 


.ment’s business services to the 


high standard established by Mr. 
Hoover, however, Secretary Weeks 
has ended up with less than he 
inherited from his predecessor. 

His failures are particularly con- 
spicuous in the marketing fields. 
The censuses of Business and 
Manufactures—the most useful 
thing the government does for 
marketers—were lost. The plan for 
an Office of Distribution, to pro- 
vide reports on marketing tech- | 
niques and developments, withered | 
on the vine. 

In fact, the Commerce Depart- 
ment is doing less for marketing | 
today than any time in its history. | 
Its marketing staff is at an alltime 
low—10 persons, including four 
section chiefs and three stenogra- 
phers. As of last Friday these 10° 
persons were entirely without a 
program. 


It is hardly complimentary to the | 
Department of Commerce that the. 
White House has decided to set up | 
its own network of “observers” to) 
provide monthly telegraphic re- 
ports on business conditions. 

Congress appropriates substan- 
tial funds so that the Commerce 
Department’s Office of Business| 
Economics can keep its thumb on | 
the business pulse. Business men, | 
members of Congress and others 
are invited to rely on the depart- 
ment’s reports and observations. 

Yet the White House, on the in-| 
itiative of Walter Williams—who | 
also happens to be an Under 
Secretary of Commerce—says it 
needs another source of informa- 
tion. It claims the Commerce De- 
partment’s duta is too old to be. 


useful. 

Surely, this is something for 
Congress to investigate. If the 
Commerce Department’s reports 


aren’t good enough for the White | 
House, why encourage others to | 
use them? Why not insist they be) 
improved, or stop them entirely? | 


It may be hard to believe, but. 
the U.S. seems to be moving to-| 
ward another alltime record in the | 
way of new babies. The 316,000, 
live births registered for June was 
the largest in history for that | 
month. Moreover, the 1,865,000) 
during the first half of the year | 
was 2.4% over the corresponding | 
period of 1952 and roughly equal | 
to the alltime record set in first | 
half of 1947. At the present rate, | 
the total for 12 months of 1953) 
would exceed the record total for | 
12 months of 1947. 

Moreover, despite the fact that} 
the slim crop of “depression ba- | 
bies” is reaching marriageable age, | 
the number of marriages during | 
1953 has been holding up nicely. 
The 752,000 licenses issued during 
first half of 1953 was roughly 
the same as first half of 1952. In 
fact, it was about 2% higher. 


e e + 

Sen. Joseph C. McCarthy (R..,| 
Wis.) has wandered into some} 
dangerous territory by asking the | 
Post Office Department for infor- 
mation on the cost of “subsidizing” 
the Wall Street Journal, the Wash- 


ington Post and the Daily Worker. 

In a letter to Postmaster General 
Arthur Summerfield, the senator 
recalled that as chairman of the 
appropriations committee handling 


post office funds he had been asked | 


to provide $240,000,000 to cover 
second-class deficits. 

He said these three papers 
seemed to be examples of papers 
that “overburdened taxpayers 


should not be called upon to sub- 


sidize.” 

Philip Graham, publisher of the 
Washington Post, questioned 
whether Sen. McCarthy “is quali- 
fied to become chief censor of what 
news may be sent through the 
mail,” 


Dravo Corp. Names Hoierman 
Richard E. Hoierman, formerly 
assistant to the director of adver- 


|tising of Cooper-Bessemer Corp., 


has been named advertising man- 


ager of the machinery division of 
Dravo Corp., Pittsburgh, and Dra- 
vo-Doyle Co., a subsidiary. He 
succeeds Robert C. Black, who has 
been transferred to the sales staff 
of the division’s heating depart- 
ment. 


Name Hirshon-Gartield 


Park Drug Co. and Park Labora- 
tories, New York, have appointed 
Hirshon-Garfield, New York, to 
handle their advertising. Newspa- 
pers will be used for campaigns on 
Gerical, a dietary supplement, and 
|Nucoferrin, a vitamin B-12 tonie, 


Burlington Buys ABC Show 


Burlington Mills Corp. New} 
York, will present “Sammy Kaye’s| 
'Serenade Room” Tuesdays through | 
| Fridays, starting Sept. 15 at 8:15! 
|p.m., EDT. Time for the 15-minute 
‘musical session was bought 
through Donahue & Coe. 

| 


ABC Names Eckstein 


John H. Eckstein, previously 
with Time Inc., has joined the ad- 
vertising and promotion depart- 
ment of American Broadcasting 
Co., New York. 


KNX Issues Directory 

KNX, Los Angeles, has issued its 
annual “KNX Radio Directory.” 
Prepared by the station’s sales pro. 
motion department, this year’s di- 


51 


| 33 radio and television station rep- 

resentatives, as well as all the local 
radio and TV stations and net- 
works. A total of 3,000 directories 
will be distributed. 


rectory lists the names, addresses | 


and telephone numbers of 273 ad- | 
vertising agencies in Los Angeles. | 


Last year’s directory listed 254. 
Other divisions of the 11x15” di- 
rectory card show 15 recording 
studios, 58 radio and _ television 
production service organizations, 


Church Named Presser A. M. 


' Robert J. Church, formerly on 
the export advertising staff of the 
_international division of RCA Vic- 
tor, has been named advertising 
|}manager of Theodore Presser Co., 
Bryn Mawr, Pa., music publisher. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


New England’s Most Logical 


TEST 


WORCESTER 


v the WORCESTER 


MARKET... 


Mar 


ket 


The Worcester 
SUNDAY TELEGRAM 


FEATURE 


@ Locally Edited 


Every issue captures the 


PARADE 


interest of young and 


old alike — with articles and illustrations tailored 


by feature writers, artists 
the reading interests of 
people. 


and photographers to 
central Massachusetts 


@ Letterpress Printed 


Feature Parade is nationally recognized as one 
of the finest letterpress Sunday supplements. 


@ Color Availability 
Feature Parade offers high quality Black and 


White, spot color, two, 
reproduction. 


three and full color 


@ Complete Coverage 
.'. » Of more than 104,000 Worcester Market 


families every Sunday. 
@ Low Cost 


Black and White rates are same as ROP. Color 


‘rates are unusually low. 


Worcester Telegram-Gozette Circulation: 
Daily 154,490; Sunday 104,308. 


wo R cEst “m 
TELEGRA 
-‘GALEVIE 


OWNERS OF RADIO STATION WTAG AND WTAG-FM 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 
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KSTL Promotes Charles Farrar 


Charles C. Farrar, executive as- | 


sistant to the president of KSTL, 
St. Louis, has been promoted to 
station manager. 


~ Cover All of — 
GROWING FLORIDA 
Central Florida, Served 
by us, had a 38 Pct. 
Pop. Growth. Our Own 


County had a 64 Pct. 
Growth, Still Booms 
ORLANDO SENTINEL-STAR 


Motley Heads CofC 
PR Advisory Group 


1953-54 for its public relations ad- 


1951. 
The committee studies and ad- 
vises the chamber on its program 


interest. 

The new chairman of the com- 
| mittee is Arthur H. Motley, presi- 
jdent of Parade Publication Inc., 
|New York. The other 32 members 


of the committee are: 

Clark Belden, managing director, New 
England Gas Assn., Boston; E. S. Bower- 
find, director of public relations, Repub- 
lic Steel Corp., Cleveland; Frederick 
Bowes Jr., director of public relations and 
advertising, Pitney-Bowes Inc., Stamford, 
Conn.; Harold Brayman, director, public 
relations department, E. I. du Pont de 
Nemours & Co., Wilmington, Del.; Harry 
A. Bullis, chairman of the board, General 
Mills Inc., Minneapolis; Verne Burnett, 
Verne Burnett Associates, New York; J. 
H. Carmichael, president, Capital Airlines 


WASHINGTON, Aug. 25—The! 
Chamber of Commerce of the U. S. 
ihas appointed the members for) & Son, Racine, W ; 


visory committee, first forrmed in| 


from the standpoint of the public | 


.tes Catlin, director 
American Waterways 
shington; Ralph C, 
Champlin, v.p. of blic relations, Penn- 
sylvania Railroad Co. Philadelphia. 

Also: W. Howar Chase, Selvage, Lee 
| & Chase, New Yo: «, W. N. Connolly, di- 
| rector of public r:‘ations, 8. C. Johnson 
- H. L. Curtis, Shell 
Oil Co., New York: Charles A. Dilley, sec- 
retary, Clevite Co:p., Cleveland; Milton 
Fairman, director ci public relations, Bor- 
den Co., New York; George H. Freyer- 
|muth, Standard Gil Co. (N. J.), New 
| York; Mrs. Denny Griswold, publisher, 
| Public Relations News, New York; Keen 
Johnson, v.p. of public relations, Reynolds 
Metal Co., Louisville, Ky.; John A. Jones, 
director of publications and publicity, 
| Weirton Steel Co., Weirton, W. Va.; L. E. 
| Judd, director of public relations, Good- 
|year Tire & Rubber Co., Akron, O.; 
| Chester H. Lang, v.p., General Electric 
|Co., New York. 

Also: Louis B. Lundborg, v.p., Bank of 
| America, San Francisco; Charles F. Moore 
| Jr., director of public relations, Ford Mo- 
tor Co., Dearborn, Mich.; William J. Mou- 
| gey, manager, Washington office, General 

Motors Corp., Washington; Charles G. 
Nichols, president and general manager, 
| G. M. McKelvey Co., Youngstown; Con- 
| ger Reynolds, director, public relations 
| department, Standard Oil Co. (Indiana), 
| Chicago; Herman W. Steinkraus, president 
| and chairman of board, Bridgeport Brass 
| Co., Bridgeport, Conn.; Gerry Swinehart, 
president, Carl Byoir & Associates, New 


|Inc., Washington; ~ 
| of public relation 
Operators Inc., \ 


York; Franklyn Waltman, director, pub- 
lic relations department, Sun Oil Co., 
Philadelphia; R. P. Walters Jr., director of 
public relations, department of public 
services, John Hancock Mutual Life In- 
surance Co., Boston; W. G. Werner, man- 
ager, division of public relations, Procter 
|& Gamble Co., Cincinnati; Stanley F. 
| Withe, manager, public education depart- 
|ment, Aetna Life Affiliated Companies, 
Hartford, Conn.; B. E. Young, assistant 
to the president, Southern Railway Sys- 
tem, Washington. 


Gregory & House Divides 


A Gregory & House divided, but 
not against itself, has resulted from 


agency. The new corporation, to 
be called Gregory-House Adver- 
tising Co., will handle advertising 


will be continued under the direc- 
tion of Bromley House, president, 
but will handle only merchandis- 
ing and sales promotion work. 


Appoints Doyle & Hawley 


The Press Enterprise, Riverside, 
Cal., has named Doyle & Hawley, 
San Francisco, to represent it na- 
tionally beginning Sept. 1. 


a reorganization of the Cleveland | 


production and scheduling. The 
other, retaining the original name, | 


..-in America’s fifth 


Arizona farmers and ranchers racked 
up cash income of $416-million last 
year, up to 683% since 1940 to lead 
all other states. And that averages a 
booming $39,951 per farm, nearly 


twice the nearest 


six times the national average. 


To sell to Arizona farmers you need Farm and Ranch 
Life, Sunday farm supplement of the (Phoenix) Arizona 
Republic. It’s read by more farmers in Maricopa County, 
fifth leading farm county in the nation, and Pinal 
County, twenty-ninth in the nation, than any other farm 
publication. And it gives you state-wide coverage of the 


» «+ from America’s most prosperous farmers 
.. in America’s fastest growing farm state 


leading farm county 


state and more than 


booming Arizona farm market. 


THE PHOENIX REPUBLIC & GAZETTE 


Pity anc bre ne Oe P H oO —& : N sg :S x 


Pe 


Farm and 


is Arizona’s 
publication 
farm news 
Arizona far 
belongs on 


schedule. 


Ranch Life... 


only weekly farm 
publishing more 
than any other 
m publication. It 
your advertising 


+ £'(2 2:2 @ Mia: “ 
REPRESENTED NATIONALLY BY THE KELLY-SMITH CO. 
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Champ Hats Must 
Be Up with Its 
Indefinite Goal 


PHILADELPHIA, Aug. 26—When 

Champ Hats Inc. launched its first 
consistent consumer advertising in 
'April, 1952, it had an indefinite 
goal for increased sales and in- 
creased retail outlets. So far, re- 
sults have not exactly been dis- 
| appointing. 
Through a coordinated program 
| of advertising, sales promotion and 
publicity handled by N. W. Ayer 
& Son, the company has opened 
742 new retail accounts in the past 
18 months, and fall bookings this 
year are up nearly 18% over last 
year. 

Bernard L. Salesky, president of 
Champ Hats, attributes much of 
this increased retail interest to 
the company’s expanded schedule 
of advertising. 


@ Its consumer advertising for fall 
will continue to tell the company’s 
lighter-weight story. Artwork in 
the full-color ads, scheduled for 
Esquire, Life and the New York 


* 


a 


Zach season is right for this lighter-scight 


20) we te 


hia morwatin os eae) Seton a Hi MSY Ss 


Cte ee ee 


Times Sunday Magazine section, 
is designed to give the effect of 
hats floating above such light- 
weight objects as feathers and 
leaves. Trade ads are scheduled 
for Daily News Record and Men’s 
Wear in October. 

To take advantage of its national 
advertising, accounts are kept in- 
formed with direct mailings, pro- 
motion kits and salesmen’s port- 
folios. 


Peter Paul Schedules 
Heavy Spot Campaign 

Peter Paul Inc., Naugatuck, 
Conn., has scheduled the “great- 
est radio and television lineup in 
the history of the company,” for 
the fall-winter ad campaign, which 
broke in August. The drive will 
continue for 39 weeks. 

Radio will be used in about 160 
selected trading areas. Top-rating 
local news programs will be pre- 
sented two or three times weekly. 
This will be supplemented by a 
series of spot announcements. On 
TV Peter Paul has bought 10- and 
20-second spots in 15 major mar- 
kets. Maxon Inc. handles this ac- 
count. 


Crosley, Bendix Name Cascino 


A. E. Cascino, for the past seven 
years director of market research 
‘of Bendix home appliances, has 
| been appointed market research 
|director of the consolidated Cros- 
jley and Bendix home appliances 
division of Avco Mfg. Corp., New 
York. The consolidated division 
will follow a new concept of mar- 
ket research, which will place that 
activity on the same level as ad- 
vertising, merchandising and sales 
promotion. 


| Joins Sherman & Marquette 


Alfred V. Hansen, formerly with 
Erwin, Wasey & Co., has been 
added to the television copy staff 
¢ oo & Marquette, New 

ork. 
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Man-Made Fibers 
May Be Promoted 
on Wider Basis 


(Continued from Page 1) 
textiles are to hold their own in 
public acceptance. 


The National Federation of Tex-_ 


tiles, founded in 1873, will hold 
its 80th anniversary dinner and 
fashion show Oct. 6 at the Waldorf 
Astoria. It has just appointed Ted 
Saucier, public relations consul- 


tant, to handle promotion and pub- | 


licity for the anniversary celebra- 
tion. 


8s Among its 
American Enka Corp., American 
Viscose Corp., Beaunit Mills, Car- 
bide & Carbon Chemicals Co., Cel- 
anese Corp. of America, E. I. du- 
Pont de Nemours & Co., Industrial 
Rayon Corp., Tennessee Eastman 
Corp. and Virginia-Carolina 
Chemical Co. 

It is expected that the anniver- 
sary dinner will supply a means 
for launching a new industry or- 
ganization to promote all types of 
man-made fibers. The Rayon In- 
formation Center now attempts to 
do this for rayon. But many people 
in the industry feel that a broader 
and more representative organiza- 
tion is needed if man-made fib- 
ers are to meet the competition 
of cottons, linens and wool, each 
of which-has its own promotion 
program. In addition, it is felt 
that industry-wide research, mar- 
keting techniques and an over-all 
advertising and publicity program 
are urgently needed. 


# Plans now in an embryonic 
stage call for the promotion pro- 
gram to be financed by producers 
contributing a percentage ratio 
based on_ production’ volume. 
Chemical companies, weavers, 
dyers, pulp mills, distributors and 
others will be represented in the 
proposed organization. Organizing 
action has been kept pretty much 
under cover, but substantial pro- 
gress is being made, AA _ has 
learned. One of the executives with 
whom AA talked said that he 
thought a formal organization 
might be set up by the end of the 
year. 


s In the meantime, Rayon Infor- 
mation Center, which includes 
among its members some of the 
same companies that belong to 
National Federation of Textiles, 
is going ahead with an advertising 
program. McCann-Erickson is the 
agency. A schedule is being run in 
business papers, including Daily 
News-Record, Interiors, New York 
Journal of Commerce, Retailing 
Daily and Women’s Wear Daily, 
among others. In addition, plans 
are being developed for an adver- 
tising program in the consumer 
magazine field in 1954. 

As reported last spring (AA, 
April 27), the center has an ad- 
vertising budget of $750,000. While 
it is understood that this will be 
increased for 1954, the total 
amount of the new budget has not 
yet been determined. 


Since several of the cloth pro-| 
ducing and raw material compan- | 


ies are members of both the center 
and the federation, authorities in 


the textile field believe it is like- | 
ly that a majority of those com-_| 


panies will support an over-all 
industry organization for promo- 
tion of man-made fibers, if and 
when it is set up. 


Joins Verified Audit 


International Steward, publica- 
tion for catering and beverage 
published by Jaffe 


executives 


Publications, Los Angeles, has sub- 
scribed to the circulation auditing 
service of Verified Audit Circula- | 
tion Co. 


200 members are | 


BAND-AID PLASTIC STRIPS 


BRECK SHAMPOO 


CURAD PLASTIC BANDAGES DRENE SHAMPOO 


Byrne Drug Store 


Irvington Pharmacy 
Oak Park, Illinois 


Baltimore, Md 


‘ ot tes 4 * 


| 

| DISPLAY’S IMPORTANT—Here are two of the charts from a presentation which 
accompanies Drug Topics’ new slide film, ‘Counter Decisions.” They tell graphi- 
cally whot happened in test drug stores when two products were pitted against 
each other, with first one displayed and the other “unsupported,” and then switched. 


‘Drug Topics’ Presses for Counter Selling: 
Hits Advertisers with Film, Sales Tests 


New York, Aug. 26—How a the sales tests are shown. In each 
druggist displays a product makes case, two competitive products 
a whale of a difference. were chosen. Product A was dis- 

That’s the essence of a new slide- played for two weeks, while Prod- 
film Drug Topics will be showing uct B was “unsupported”—which 
to advertisers and agencies in mid- in this case means it got inferior 
September. display, and was only supplied to 

It’s called “Counter Decisions,’ customers who asked for it by 
and it deals with the importance | name. Then the two products were 
of druggist support and display to | reversed, with Product B getting 
brands which are well advertised | display, and Product A “unsup- 
and have achieved consumer ac-| ported.” 
ceptance. 

The film is based on actual drug|# The results varied tremendous- 
store tests covering 28 nationally ly, as the accompanying charts 
advertised products, and should) testify. The charts are taken from 


| 
| 


merchandising and _ point-of-pur- 
chase men, since it covers sales re- 
sults from counters, McKesson- 
Robbins “Self-Selector” units and 
self-selection wall units. 


uses along with the film, 
which contains more of the prod- 
uct test results than the few ex- 
amples in the film. 

Pointing out that the average 
drug store stocks somewhere be- 
tween 10,000 and 12,000 items, the 
business paper calls for recogni- 
tion by advertisers of the continu- 
ing importance of the druggist and 
where he puts the product in his 
store. 

For advertisers and agency men 
who want to go deeper into the 
problem of how to improve trade 
relations and build acceptance 
within the store, the publisher 
points to a study made in 1950, in 


s The film asserts that while some 
$300,000,000 is invested annually in 
national advertising -of products 
sold through drug stores, the drug- 
gist is still in a key position to 
improve the sales of the products 
he chooses to support. 

It also asserts that the consumer 
tends to be sold on national ad- 
vertising, and to like the advertis- 
ing, broadcast entertainment, etc., 
|of competing products equally well. 
She chooses among them in the which a 14-point checklist of what 
store, at the point of sale. ‘information retailers want was 

In the film, results of some of clearly shown. 


Family Unanimity in Selecting TV Shows 
Is the Exception, Not the Rule: Trendex 


New York, Aug. 27—Do the, programs and to aid in sound, care- 
sparks fly in your home when the} fully planned programming by the 
question of tuning in a television | networks and their clients. 
show comes up? “It is apparent,” Trendex says, 

According to a Trendex Inc. re-| “that some cases do exist where 
port, sometimes only 4% of the lis-|the advertiser is not even coming 
teners to a telecast have agreed up-| close to his potential buyer.” 
on that selection. These statistics (Last week, in a headline, AA 


come to light in the announce- erroneously credited a Trendex re- 


oneal of 4 griees bayer papitata port on TV sponsor identification 
based on the answers to the ques- | to another rating service. The story 


tion, “Who in your home selected | jtse}f, however, correctly identi- 

this program? fied Trendex as having made the 
By way of illustration, Trendex | guryey in question. ) 

points to a situation comedy spon- ; 

sored by a cigaret company that 

had an audience breakdown of Industrial Ad Club Changes 


prove of considerable interest to|a presentation which Drug Topics | 
and | 


Few TV Stations 


Do No Promotion 
Work, K&E Finds 


New York, Aug. 28—Eight per 
cent of U. S. television stations 
now offer advertisers some degree 
of merchandising and promotion 
service, according to a survey re- 
leased by Kenyon & Eckhardt. 

This is one of the findings of the 
survey, conducted last May 
through a four-page questionnaire 


sent to all radio and TV stations. | 

The aim of the survey was (a) | 
to acquaint time buyers with the 
various merchandising and promo- | 


tion services each station supplies, 
(b) to acquaint time salesmen with 
what other stations provide, and 
| (c) to compile a list of what all 
stations provide. 


s Here are some of the TV find- 
| ings: 

| Of the stations queried, 138 said 
|they had some form of merchan- 
'dising and _ promotion _ service. 
| About 20% of the stations did not 
'reply or had no services to offer. 

Ninety-three per cent did some 
form of trade calling, such as sol- 
iciting and placing displays, store 
checks and soliciting tie-in adver- 
tising. Ninety-four per cent of- 
fered trade mailings. 

While 92% offered on-the-air 
support to clients, such as demon- 
strations, giveaway prizes, product 
mentions and, tune-in announce- 
ments, only 9% supported client 
advertising through newspaper 
tune-in ads, lobby and window dis- 
plays, billboards and car cards. 

Less than eight out of ten sta- 
tions will help a client sales force 
with distribution problems, and 
less than half offer special mer- 
chandising plans whereby retail 
outlets give preferred space to cli- 
ent display material. Such plans, 
however, the survey shows, are 
fast gaining favor with stations. 


® About 37% of the TV stations 
that do display merchandising for 
clients require a minimum pur- 
chase of air time. 

Stations generally will cooper- 
ate with an advertiser who has a 
specific merchandising and promo- 
tion problem, but usually the ini- 
tiative has to come from the adver- 
tiser or his agency. 

Many of the stations replying 
said they plan to increase their 
merchandising and promotion 
services but so far lack of trained 
personnel has held them back. 

A completely indexed station- 
by-station tabulation of the sur- 
vey results will be made available 
later this year. 


Geyer Names Ballard 


Sam M. Ballard, who recently 
resigned as chairman of the man- 
agement committee and director 
of Gardner Advertising Co., has 
joined Geyer Advertising, New 
York, as v.p. and chairman of the 
agency’s account policy committee. 


27% men, 43% women and 30% 
children. But 52% of those who se- 


lected the show were children, 


of watchers were looking at the 


|bother to switch channels. 


automobiles, sponsoring a dramat- 


ic program, records a program se- | 


| 
yt 


lection index of 58% women, 17% 


children, 8% men and 17% unani-— 


mous. 

Actually, Trendex is not so much 
interested in how many squabbles 
it takes to get your program choice 
tuned in. The purpose of the new 
service, dubbed “Index of TV Pro- 
gram Selection,” is to eliminate 
“blue sky” buying or selling of 


|24% were women, 12% were men | tising men in the consumer, retail} 
‘and 4% of the selection was by|4nd professional fields as well as 
unanimous consent. Eight per cent those in industrial advertising. The | 


A ‘ . ithe Roch ste rvertisers. The re- 
preceding program and just didn’t ochester Advertisers. The re 


| 


's Another advertiser, this one of | 


‘Quality Importers !» 


The Rochester Industria! Adver- 
tisers, Rochester, N. Y., has broad- 
ened its scope to encompass adver- | 


club’s name has been changed to| 
organized group wil! include an 
industrial section that will con- 
tinue to function as Chapter 24 of 
the National Indus Advertis- 
ers Assn. 


3 


Welch Wine Buys TV Show 
The Welch wir: 


division of 

will spon- 
sor a new show, “() Your Way,” 
beginning Sept. 9 ocr the DuMont 


Television Networ An audience 

participation progr. tarring Bud JOHN V. THARRETT, for the past 20 years 
Collyer, the telece Jill be seen with Bigelow-Sanford Carpet Co., New 
on Wednesday, 9:2 )p.m., EDT. York, in advertising and public relations, 


Monroe Greenthal New York, 


is the agency. NJ. as public relations manager. 


> pant 


“ ; 
IPANA AC. FIGHTS BACTERIAL ENZYMES ! 


to reduce 
hiorophyl 10 stop bad breath all day 
ess Os Oe = 


QUARTER—The Jones twins are holding a 

25¢ piece which they will give to all read- 

ers of Life, Sept. 7, who buy a giant tube 

of anti-enzyme Ipana AC and mail in the 
carton. 


Puerto Rico Rum 
Account Goes to 
Hewitt, Ogilvy 


(Continued from Page 1) 
Puerto Rican imports. 

The 1953 market apparently has 
represented an upturn for both 
types of rum. In the first four 
months, 523,515 tax gals. of Puerto 
Rican rum came in, compared to 
446,548 in a comparable period of 
1952. Virgin Islands rum rose to 
163,807 from 98,740 gals. for the 
same _ periods. 


® Nothing like the fanfare that 
surrounded the selection of Tur- 
ner & Dyson accompanied the se- 
lection of Hewitt, Ogilvy. Two 
years ago, the institute went 
through a strange and detailed rig- 
adoon. 

It sent briefing letters to 32 
agencies, employed MacRann As- 
sociates (now defunct) to send de- 
tailed questionnaires to agencies, 
to which 20 replied. And out of 
these 20 agencies, Turner & Dyson 
was selected. 

Turner & Dyson was selected, 
according to Frank Johnson, di- 
rector of the rum promotion, be- 
cause its thinking on rum sales 
was “so sound,” and its analysis 
of liquor advertising so penetrat- 
ing. Mr. Johnson and MacRann 
Associates characterized the think- 
ing of the bidding agencies on rum 
as inan “appalling rut.” 


® Today, Mr. Johnson continued 
to compliment the creative work 
of Turner & Dyson. 

He pointed to the fact that— 
based on Gallup reports—the PRRI 
campaign has consistently topped 
the liquor field, that it frequently 
has scored three or four times the 
liquor industry’s past average in 
the publications measured. He said 
sales and imports had been good. 
He reported that the huge wartime 
inventory is still being liquidated. 

Reason for the change: “We find 
at this point,” said Mr. Johnson, 
“that we need the resources of a 
larger agency—research, merchan- 
dising, etc.—as well as outstanding 


has joined Congoleum-Nairn Inc., Kearny, 


lcreative ability, which Turner & 
| Dyson certainly has.” 


| 


\|s The Puerto Rico Rum Institute 


|will be Hewitt, Ogilvy’s first li- 
'quor account, although it had 
Guinness stout for several years. 
| Tronically, Guinness left HOBM 
after V. P. Tom Johnston had can- 
didly and publicly characterized 
the campaign as excellent adver- 
tising which didn’t sell the prod- 
uct. Mr. Johnston also left the 
agency, went to Geyer Advertis- 
ing as a copy supervisor—and this 
year joined Turner & Dyson. 
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‘Reader's Digest’ Under Thompson 


Goes Over Big in France, Germany 


(Continued from Page 2) 
of about 20 stations taken over by 
the Army in occupied Germany 
and other parts of Western Europe. 
He also established schools and 
other educational facilities for GIs 
in Europe after the war. 


s Gen. Thompson (who definite- 
ly prefers to be called “Mr.’’) has 
a flair for writing and publishing 
which had found expression in 
contributions to Infantry Journal 
and other military publications. 
Some of his articles had been re- 
printed in the Reader’s Digest. 
When he decided to leave the mil- 
itary service in 1946, he was in- 
vited by DeWitt Wallace, founder 
of the Digest, to come to Pleasant- 
ville, N. Y. The result of this con- 
ference was his appointment to 
head the development of the 


‘French edition, under the direc-| 
tion of Barclay Acheson, head of 
the international division. 

Reader’s Digest at that time had} 
already entered the international | 
field, with a Spanish edition for 
Latin America. Europe was repre- 
sented with English and Swedish 
editions. Mr. Thompson started to 
organize the French edition in 
June, 1946, and the first edition | 


was published in March, 1947. 


s The guarantee was 250,000, and 
the print order 280,000. The first 
issue was a-sell-out, and circula- 
tion rose rapidly and immediately. 
The result was a big surprise to 
French publishers, some of whom 
had told A. L. Cole, business man- 
ager of the Digest, who visited 
Paris to discuss the project, that 
| with vigorous promotion a sale of 


| WNBW 


CHANNEL 4 


year after year is 


the leading television station 


in Washington, D. C.*... 


| 
| 
| 


... Where glamorous Jnga is 
television’s “leading lady.” 


P « 
Fa 


* ARB, Oct., 1949- 
July, 1953 
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KEY ADMEN IN FRANCE—With Paul W. 

Selection du Reader's Digest, at a luncheon in Paris not long ago were two top 

French agency heods. At left is Charles Maillard, president, |’/Office de Justification 

de la Diffusion des Tirages, honorary president of the Federation de la Publicite, 

and president of |’‘Agence du Publicite Charles Maillard. At right is Henri Henaut, 

president of the Federation Francaise de la Publicite and of l’Agence de Publicite: 
Synergie. 


100,000 copies might possibly be 
achieved. 

The circulation of Selection now 
totals 1,100,000, of which 850,- 
000 is in France, with. 250,000 in 
Belgium and Switzerland. The 
German edition, launched by Mr. 
Thompson in 1948, has a circula- 
tion of 580,000, including 480,000 in 
Germany and 100,000 in Switzer- 
land and Austria. (The Digest is 
operated in Austria by a separate 
company from that in Germany.) 


® The fact which amazes the ad- 
vertising man who studies this sit- 
uation for the first time is that the 
bulk of the advertising carried by 
Selection is of French manufac- 
turers. American advertisers are 
well represented, but unlike the 
international editions of most oth- 
er American magazines, U. S. ac- 
counts are a small minority. 

The French edition usually car-| 
ries 70 pages of advertising, al-| 
though the October number closed 
with 90 pages, the maximum vol- 
ume which it can accommodate. 
The German edition averages 60) 
pages. One-color rates are the} 
equivalent of $2.50 per page per 
thousand for Selection and about 
$3 per thousand for Das Beste. 


_® These editions of the Digest are} 


notable for the volume of four- 
color advertising they carry. Se- 
lection, for example, publishes 
‘more color ads than any other) 
journal in France. Both letterpress | 
and offset are used in the produc- 
'tion of Selection, while most of the 
|German edition is printed in roto- 
|gravure, in which Germany is 
| highly efficient. The quality of re- 
| production is good, though not up 
ito U. S. standards, and consider- 
ing the paper and printing equip-. 
ment available, excellent results, 
‘compared with most European 
/publication production, have been 
achieved. The Digest is negotiat- 
ine for larger and more modern 
presses, however, and expects to 
sho.y continued improvement in 
color reproduction. 


8s Mr. Thompson explains the suc- 
l'cess of Selection as based on a 
good product (the editorial content 
is taken entirely from the Ameri- 
can edition), plus modern re- 
'search and promotion, little of 
| which is done by most French pub- 
|lications. In addition, the estab- 
llishment of audited circulation 
‘and firm advertising rates, from 
which there is no deviation, also 
helped to attract the approval of 
advertisers and agencies, to whom 
this concept was relatively new. 
Readership studies conducted by 
Selection through professional re- 
/search organizations such as the 
French Institute of Public Opin- 
ion have done much to educate 
buyers of space regarding maga- 
zine coverage, reader preferences, 
economic status of readers, etc. 
The results of these surveys have 
been widely publicized and, since 
little comparative data regarding 
magazines has been available, the 


Thompson (center), general manager of 


reports have been eagerly studied. | 

The legal battle which followed 
publication in Belgium of a Di- 
gest readership survey there has 
been reported earlier. Competitive 
publications challenged the figures 
and attacked the integrity of the 
research organization. The lower 
court supported this viewpoint, and 
held that Selection could not cir- 
culate the information, because of 
its damaging effect on other publi- 
cations. However, the case has been 
appealed, and will be heard by a 
superior court in October. 

The lack of audited circulation 
figures in Belgium made reader- 
ship research particularly impor- 
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tant. In that country, as in others 
where it operates, Reader’s Digest 
has premoted the idea of publica- 
tion audits, and circulation state- 
ments authenticated by independ- 
ent agencies are now available in 
many more European countries 


than formerly. 


s In France, for example, OFD, 
which has been in existence for a 


good many years, is now serving 
/'more publications than ever be- 


fore. (Its full title is imposing: Of- 
fice de Justification de la Diffu- 
sion des Supports de Publicite.) 
In Germany there is a similar or- 
ganization, formed in 1950, called 
IVW, which is officially Informa- 
tionsstelle zur  Festellung = der 
Verbreitung von Werbetragern, or 


Office of Information for Deter- 
'mining the Circulation of Publica- 


tions Carrying Advertising. Its de- 


'velopment is a reflection of the 


keen interest of German indus- 
trialists, who are making a vigor- 
ous come-back, in advertising and 
promotion. 

Switzerland has an auditing or- 
ganization called Schweizerischer 
Reklame-Verband, which in the 
case of the Digest issues reports 
covering the circulation of both 
the French and the German edi- 
tions in that country. 


® Sweden’s Tidnings Statistik is 
now undertaking a pioneer pro- 
ject in circulation auditing by re- 
lating these figures to census data 
on incomes and occupations. It is 
also planning next year an audi- 


BRUSHING UP 


ON THE 


COLGATE SUCCESS STORY .. . 


| 
| 
| 
| 
| 


Just one glance at that satisfied smile sums up the success 
of the extensive Colgate Tooth Paste advertising campaign run- 
ning in the St. Paul Dispatch and Pioneer Press. 

According to the 1953 St. Paul Consumer Analysis Survey, 
Colgate again maintained its substantial lead over all other tooth 
pastes with an impressive 54° preference rating, in the thriving 
St. Paul market where more than 9 out of 10 people use tooth 
paste. One of the primary reasons for Colgate’s high consumer 
preference rating is the fact that they are a consistent advertiser 
in the St. Paul Dispatch-Pioneer Press. Here is the toothpaste 
story in the St. Paul market: as revealed by the 1953 St. Paul 
Consumer Analysis Survey. 


TOOTH PASTE BRAND PREFERENCE 


1953 1952 1951 1950 1949 
Colgate 54.0% 49.7% 49.2% 45.6% 47.1% 
Brand B- 13.7 15.9 16.1 17.6 19.9 
Brand C 9.4 10.5 10.7 9.5 11.8 
Brand D_‘6..6 


Brand preference trends such as shown above are important 
to national advertisers who must keep their fingers on the pulse 
of the buying public. The 1953 St. Paul Consumer Analysis 
Survey will inform you about consumer preference ‘ratings in 
the St. Paul market for hundreds of major products of all types. 
For your personal copy of this complete survey, contact your 
Ridder-Johns representative or write Consumer Analysis, Dept. B. 


‘ 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 

: Detroit 
& ot San Francisco 


=F 
Pa i 0 iM E E a DR a $$ Los Angeles—St. Paul 


Minneapolis 


$7. % PAUL 
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AMERICAN IN PARIS—Paul W. Thompson (center), head of the Reader's Digest 

organization in Europe and one of his aids, Pierre G. de Lussigny (right), advertis- 

ing sales director of Selection du Reader's Digest, chat with Roger Pujo, directeur- 
gerant de l’Agence de Publicite: Les Ateliers A.B.C., at a Paris meeting. 


ence study showing the character-| countries where the magazine is 
istics of Swedish magazine read- distributed. Merchandising mate- 
ers. rial for the use of advertisers is 
ilso provided, a type of sales help 
® That auditing organizations in| almost unknown on the Continent. 
Europe are not very much like 
the ABC in the United States, ® The policy of Selection, Das 
is true even in Great Britain,| Beste and other European editions 
whose ABC has been in opera- | °f the Digest in adhering strictly 
tion for a good many years. There, | © the rate-card in the sale of ad- 
as on the Continent, the diffi-| Vertising space is another reason 
culty in providing distribution fig-| YhY they have attracted accounts. 
ures for media is due to the fact |! France and some other Europe- 
that most circulation, including ®" Countries, rates are generally 
subscription copies, is handled by flexible, and agencies find that 
wholesale distributors and news-|¢@ch contract has to be carefully 
dealers. Consequently, practically | "¢gotiated in order to be sure of 
all the circulation data consists of | Cbtaining an equitable rate. Since 
total sales figures, based on the/|Some large agencies also represent 
records of the publishers. , media, they are able to offer their 
Nevertheless, the progress being |W clients “inside” rates which 
made in European countries to|®@e more favorable than are gen- 
provide even limited data on pub- | rally available. 
lication circulations has been wel-| Since buyers of space have 
comed by advertisers and agencies, | !earned that the rates quoted by 
for whom the task of media selec-|Selection, for example, are the 
tion. because of the lack of veri-|Same to all, sales problems have 


fied data, has always been diffi- | become simpler. 


cult. 

Even in Italy, which on many 
counts is the most backward of 
Western European countries from 


an advertising standpoint, efforts | 


are being made by the national ad- 
vertising association to provide 
audited circulations. The idea is 
vigorously resisted by most me- 
dia, which, because of political 
subsidies, the tax situation and 
other local peculiarities, are dis- 
inclined to reveal information to 
their competitors as well as their 
customers. Hence, most observers 
believe that audited circulations in 
Italy are a long way off. 


ws One of the successful ideas in- 
troduced by Mr. Thompson in the 


promotion of circulation for Se- 


velopment of subscription sales. 


Most French publications sell al-| 


most entirely on the newsstands, 
as there are no field selling or- 
ganizations, and the syndicate 
which controls the wholesale dis- 


tribution of periodicals discour-, 


ages subscriptions. 
Mailing lists are also a problem. 
However, the Digest has succeeded 


in building excellent lists, and its! 


direct mail promotion has been re- 
markably successful, perhaps be- 
cause of the smal] amount of sub- 
scription promotion going through 
the mails. Subscription sales of 
several European editions of the 
Digest are now roughly 50% of 
total circulation—a remarkably 
high figure for Europe. 


es Mr. Thompson has_ experi- 
mented with various kinds of me- 
dia promotion for Selection and 
Das Beste. There is little commer- 
cial radio in Europe, so that gen- 
erally speaking this medium is not 
available. Display pieces featur- 
ing lead articles are supplied to 
news dealers, and these have been 
effective. Emphasis on editorial 
content is necessarily varied, de- 
pending on local conditions in the 


s The combination of verified cir- 
| culation statements, plus firm ad- 
vertising rates, has helped the Di- 
gest win excellent acceptance from 
jadvertisers and agencies. Results 
from advertising have of course 
|plaved an equally important role. 
| Many advertisers who depend on 
| direct returns from advertising for 
their business have concentrated 
their promotion in Selection, and 
use coupons to encourage response. 

Because there are few large ad- 
vertising accounts in France and 
other European countries—and in- 
;creased circulation of Selection, 
| with correspondingly increased ad- 
| vertising rates, created a problem 
|for advertisers with limited budg- 
| ets—space has been made avail- 


vertiser may buy only the Paris 
edition, or that for the provinces, 


both French and German editions 
circulate in Switzerland, either or 


both of their Swiss editions can | 


be purchased by the advertiser. 


® The general offices of Selection 
du Reader’s Digest are located in| 


its own building at 216 Boulevard 
Saint-Germain in Paris. There has 
been little new building construc- 
tion in the French capital for 
many years, and good working 
quarters are a problem for most 
businesses. The Digest rented this 
handsome building in a fine resi- 
dence section after it was vacated 
by an American military attache 
following the war, and it was later 
purchased. Another building near- 
by houses the growing subscrip- 
tion department. 

The French and German edi- 
tions, of which Mr. Thompson is 
general manager, are solid finan- 
cial successes, but it would not be 
possible for them to be self-sup- 
porting without advertising. They 
have demonstrated that by pro- 
viding editorial service in the na- 
tive \anguages, and by publishing 
and producing the magazines as 


: : jable on a zone basis. Thus an ad- 
lection and Das Beste is the de-| : 


Belgium, or Switzerland. Because | 


part of each local community, they 
have been able to render a sery- 
ice which is appreciated by both 
readers and advertisers. 


8 The American origin of the for- 
eign editions of the Digest is not 
disguised nor concealed, so that 
they play openly the role of pre- 
senting American ideas, in terms 
| of universal interests, to the people 
‘of the rest of the world. 

The huge circulations won by 
these magazines, in competition 
with the best locally produced pe- 
riodicals, suggests the vitality and 
wide appeal of the American idea. 
To that extent the Digest. in its 
many foreign counterparts, may 
be an even more vital factor in 
winning friends abroad for the 
United States than purely official 
agencies. 


Brand Names to Award 25 
Categories of Retailers 


Brand Names Foundation’s an- 
nual Brand Name Retailer-of-the 
Year contest will give awards in 
25 categories this yekr. Farm 
equipment dealer and photographic 
store are the two categories which 
have been added. Bronze plaques 
will be given the winners. 

Deadline for dealers to file their 
brand story is Jan. 18, 1954. 
Awards will be presented at the 
Brand Names Day dinner in New 
York on April 14, 1954. Forms may 
be had by writing the foundation 
at 37 W. 57th St., New York 19. 


Macy Named Copy Head, A.E. 


Alexander W. Macy has joined 
Roberts & Reimers, New York, as 
copy chief and account executive. 
He was formerly with P. Ballan- 
tine & Sons. 


Donchue Named Sales V.P. 


O. P. Donohue, for the past five 
years associated with Power Prod- 
ucts Corp., Grafton, Wis., has been 
named v.p. in charge of sales for 
Armstrong Products Co., maker of 
small engine accessories and com- 
ponents for the power industry. 


‘Distribution’ to NBP 


National Distribution, Cosgrove 
Publishing Co., Grand Rapids, 
Mich., has affiliated with National 
Business Publications, Washington. 
The publication is also a Con- 
trolled Circulations Audit mem- 
ber. 
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Buys ‘Show of Shows’ Slice 


Cat’s Paw Rubber Co., Balti- 
more, has bought a ten-minute 
sponsorship of “Your Show of 
Shows” for the coming season over 
NBC-TV. The time will be be- 
tween 10-10:30 p.m. on alternating 


Saturdays. S. A. Levyne Co. is the 


agency. 


Kool-Aid Names Andrews 


James W. Andrews, formerly | 
sales manager and assistant gen- 


eral manager for SOS Co., Chica- 
go, has been named sales and ad- 


vertising manager for Kool-Aid, | 
made by Perkins Products Co.,| 


Chicago, a General Foods subsid- | 
iary. 


McFadyen to Bevis & Tyler 

Al R. McFadyen, formerly ad-| 
vertising coordinator for the State | 
of Florida Chamber of Commerce, | 
has been named administrative as- | 
sistant to Graydon E. Bevis, presi- | 
dent of Bevis & Tyler, Miami agen-| 
cy. 


LOOKING AHEAD—Expanded advertising 


the newly merged Kessler-Gallagher & Burton division of Seagram Distillers Corp. 


at a New York meeting. Left to right are 


| WATERLOO DAILY 
| __ COURIER 
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| whet con be done with your product. Write. 
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| accessories and candy. Haberdash- 


| oe 
Schulte Drug Chain ery was added in 1940, and a lim- 
ited line of women’s apparel in 


Marks 70th Year /1948. Drug sundries—toothpaste, 


| New York, Aug. 26—The D. A. | eegets, razor blades—came in 
Schulte chain of 156 stores in 96 1951. 

cities in 17 eastern states will mark | Recently, Schulte’s signed a 
|its 70th anniversary with a month-| contract to purchase the outstand- 
|long birthday sale in September.|ing capital stock of the Stineway 
|The event will be supported by| Drug Co., which operates 22 drug 
full-page newspaper ads in New stores in Chicago and supplies 
York and other cities, a spot radio merchandise to 14 _ franchised 
idrive in 30 cities, and “China| Stineway System stores. Negotia- 
Smith,” the chain’s TV program. | tions are in progress to purchase 
A consumer contest, which will | chains in other major cities. 
‘feature the sale, offers as prizes! Joseph Katz Co. is the agency for 
a 1953 Kaiser and a $1,500 mink | Schulte. 

coat among a total of 296 prizes 
worth more than $14,000. Consum-|Chambre Names Bacon 

(ers will be asked to complete the} Sandy Bacon, formerly copy- 
'sentence: “I want to shop again at! writer and account executive with 
Garrison-Ellis, Miami, has been 
/named copywriter and account ex- 
ecutive for Chambre Advertising 


|Schulte’s because. . .” 


'@ The chain dates back to 1883 


plans were discussed by executives of 


Samuel O. Youngheart, v.p., Warwick & 
Legler; Murray Koff, advertising and sales 
promotion manager, Kessler-Gallagher & 
Burton division; George E. Mosley, v.p. in 
charge of advertising and sales promotion 


when a cigar store was opened in| 
the French Hotel in Manhattan. In) gy; 

1905 there were three stores, and Hile-Damroth Moves 
in 1909 two more were opened. 


Agency, Miami. 


| Hile-Damroth Inc., New York 
coe ,., Sales presentation and sales train- 
From the beginning, Schulte’s jing specialist, has moved to 270 
_carried tobacco products, smokers’ Park Ave. 


for Seagrams; John C. Dowd, president of 
Dowd, Redfield & Johnstone, and A. C. 
Ebbesen, associate advertising and sales 
promotion manager for the Kessler-Gal- 

lagher & Burton division. 


Business Asked to 
Aid U. S. Overseas 


Information Program 
WASHINGTON, Aug. 27—U. S. In-| 


‘formation Director Theodore C.| 


Streibert called today for business | 
and civic groups to take up part of | 
the job of bringing information | 
about the U. S. to other nations. | 

He said his agency, which has 
taken over international informa- 
tion programs formerly handled by 
the State Department, will have to 
depend to a greater extent on non- 
governmental resources to increase 
mutual understanding between the 
people of the U. S. and other 
countries. 

At the same time he revealed 
that his staff here and around the 
world will be cut from 8,200 to 6,- 
200 persons in order to live within 
the $75,000,000 budget approved 
by Congress. This compares with 
$105,000,000 allocated last year. 


® The international broadcasting 
service (Voice of America) is to} 
have $16,600,000 compared with 
$22,427,000 last year. Broadcasts 
are to continue in 34 languages, a 
reduction of seven. 

The international press service 
is to be cut from a budget of $7,-| 
742,000 to $4,300,000. Its press! 


¥ 


Our business is photoengraving. 

You'll never know how good we are until 
you try us... and then you'll wish you 
had done so before. Color and 

black and white. 


ENGRAVINGS 
nore. E. Minos Street 
F emer ies Telephone 


| wireless news file, which transmits 
the full texts of speeches and other 
background material to 58 posts| 
| around the world, will be cut back 
from a six-day toa five-day week, 
and its daily file of material goes 
down from 8,000 to 6,000 words. 

The library and_ information 
program will be reduced to $3,-| 
200,000 from $4,225,000 and the 
motion picture service to $3,000,- | 
000 from $7,121,300. 

Under its new managers, the’ 
Voice of America will stress news | 
broadcasts and political news and 
commentary. Religious broadcasts 
will be beamed to Soviet satellite 
countries. 


McCann Appoints Chapman 
Wade Chapman, previously an 
account executive with Christian- 
sen Advertising Agency, Chicago, 
has been named an account execu- 
tive for McCann-Erickson, Chi-| 
cago, working on the grocery prod- 
ucts group. 


| Fawcett Shifts Carr 


| 
Fawcett Publications, New York, CANADIAN DAILY NEWSPAPERS ASSOCIATION 


has named Tom Carr to the New, 
York advertising staff of Today’s 
Woman, effective Sept. 14. Mr. 
Carr has been on the Chicago staff 
of True Confessions, also published | 
by Fawcett. 


THE BRANDS 


CANADIANS PREFER 


> oid A 
~~ 


Compiled by 
CANADIAN 
OPINION CO. 
and Published by 


COONA MANAGER 


The 1953 Canadian Consumer Survey of Brand 
Preference of over 225 products, including 
groceries, drugs, appliances, automotive (gas, 
oil), clothing, etc., will be published Sept. 30th. 


This survey covers 62 cities from Newfound- 
land to British Columbia, and includes City, 
Provincial and Dominion breakdowns. 


All Brands with at least an indicated 1% of 
National Preference will be listed. 


For your copy write to Canadian Daily Newspapers Association, 
55 University Avenue, Toronto, Canada, enclosing $5.00 in 
cheque or money order. 


1. H. MACDONALD, General Manager 
55 UNIVERSITY AVE., TORONTO 
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QUESTIONS AND ANSWERS—This two-color spread in Life will open a record cam- 
paign for Eureka vacuum cleaners. Henry M. Hempstead Co., Chicago, is the agency 


for the Eureka division of Eureka 


Williams Corp., Bloomington, Ill. 


Eureka Vacuum Cleaners Get Bigger Budget 


BLOOMINGTON, ILL., Aug. 26— 
Eureka Williams Corp. will em- 
bark on the biggest advertising 
program in its history by spend- 
ing $300,000 this fall in magazine 
ads alone for the Eureka Roto- 
Matic vacuum cleaner. 

A. L. McCarthy, executive v.p. 
of the Eureka division, announced 
that during a _  13-week period, 
starting Sept. 14, Eureka has 
scheduled ads in 11 general and 


women’s magazines. Henry M. 
Hempstead Co., Chicago, is the 
agency. 


In addition to consumer adver- 
tising and a heavy trade schedule, 
Mr. McCarthy said, $500,000 will 
be spent this fall in newspaper 
space, through the division’s deal- 
er cooperative plan. 

“Eureka’s fall program is an ex- 


tension of an aggressive advertis- 
ing campaign that began a year 
ago with the introduction of our 
canister-type cleaner,” Mr. Mc- 
Carthy pointed out. “Over $1,000,- 
000 was spent in advertising to in- 
troduce the cleaner and a good 
deal more will be spent in 1954.” 


Spreads will run in Life and The | 


Saturday Evening Post, and page 
or smaller ads will run in Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Living for Young Homemakers, 
Look, Maclean’s, McCall’s, Today’s 
Woman and Woman’s Home Com- 
panion. 

Copy will stress the Roto-Matic’s 
$69.95 price, which includes an 
eight-piece set ot Attach-O-Matic 


tools that clip directly to the clean- | 


er itself. 


FCC Still Holding 
New Orleans Channel 
for Educational TV 


WasHINGTON, Aug. 27—The first | 
effort of a commercial broadcaster 
to get a TV channel that had been 
reserved for non-commercial ed- 
ucational purposes went down in 
defeat today when the Federal 
Communications Commission an- 
nounced that it is continuing to re-| 
serve Channel 8 in New Orleans 
for educational purposes. 

Station WWEZ had petitioned 
for the channel on the grounds 


WOR Strike Gives 
Bad Week to BBDO 
and Dodger TV Fans 


New York, Aug. 28—It’s been a 
tough week for those who love the 
Dodgers from a distance. 

As this is written, TV fans have 
been shut off from the proceedings 
at Ebbets Field for the last six 
Dodger home games because of a 
strike by engineers from WOR-TV, 
who belong to Local 1212, Inter- 


,national Brotherhood of Electrical 


Workers, AFL. 
When it looked as if the home 


that educators failed to apply for! blackout would be short-lived be- 
it. WWEZ pointed out that five cause of plans to move the games 
New Orleans channels have al-j|to another station, the fans were 
ready been granted, and that ajdisappointed again when DuMont 
sixth is tied up in a three-way con- [reported its camera crew and 
test. |equipment was stopped from en- 
In turning down the petition tering the ball park by the strikers. 
FCC said the Greater New Orleans. 
Educational Television Foundation|# At the moment, DuMont has a 
appears to be making progress to-|court order calling on Local 1212 
ward the day when it can apply to show cause why it shouldn’t be 
for a permit. The commission also | restrained from interfering with 
pointed out that’a@ special commit- the telecast. It now is in the Su- 
tee of the Louisiana legislature is| preme Court here seeking an in- 
studying educational TV. Loss of | junction which would restrain the 


the channel at this time would de- 
stroy its work. 


Shutter Bugs Offered 
Around-the-World Trip | 


| 


The Saturday Review, New York, | 
has started a photo contest offer- 
ing a flight around the world, via 
Pan American Clipper, to the first 
prize winner. A total of 26 awards 
will be given for unusual pictures 
in‘color or b&w taken “during va- 
cation or business trips abroad or 
at home during the past year.” 

Entries must be submitted by 
Nov. 1, 1953. Winning pictures will 
appear in the Review’s annual 
world travel calendar issue. 


Beggs Leaves ‘Living’ 

M. S. Beggs has resigned as ad- 
vertising manager of Living for 
Young Homemakers and will an- 
nounce his plans shortly. Robert 
E. Park, recently named national 
advertising director of Street & 
Smith publications, will tempor- 
arily fill Mr. Beggs’ post. 


labor union. 

Meanwhile the top brass of Bat- 
ten, Barton, Durstine & Osborn, 
whose clients, American Tobacco 
and Schaefer beer, sponsor the 
ball game telecasts, are knocking 
themselves out trying to get things 
straightened out all around. It was 
expected that if DuMont gets the 
Dodgers on the air, the station will 


televise all remaining games for'| 


the Brooks. 

According to the Dodger front 
office, paid attendance during the 
blackout has gone like this: 31,- 
158 (the first day); 20,559; 17,785; 
24,900; 6,492, and 5,795 yesterday. 


MacDonald Appoints Two 

Carl E. Hellman has been pro- 
moted to art director of Arthur R. 
MacDonald Inc., Chicago. He has 
been with the agency since 1949. 
Thomas N. MacBurney, formerly in 
the sales promotion department of 
Ekco Products Co., Chicago, has 
been named production manager 


_ of the agency. 


Last Minute News Flashes 
Toothpaste Makers Pitch for Anti-Enzyme Lead 


New York, Aug. 28—There are indications that Colgate-Palmolive- 
Peet Co.’s entry in the anti-cnzyme field will be in the form of a 
changed Colgate dental cream instead of an entirely new product. Ex- 


|pectations are that eventually Colgate dentifrice with “Gardol” (Col- | 


gate’s enzyme inhibitor), now getting distribution, will completely 
replace the present dentifrice. Colgate denies reports that a new agency 
is working on the Gardol dentifrice. Bristol-Myers Co., also infected 
| with the fever, made some last second copy changes in its up-coming 
25¢ Ipana AC promotion by adding another page in Life, spot radio in 
32 cities and newspaper half-pages in 20 cities. Block Drug Co., al- 
ready blasting away with its new anti-enzyme Amm-i-dent, will add 
| Sodium N-Lauroy! Sarcosinate, reportedly the Colgate enzyme inhibi- 
tor, to its dentifrice in about a month. 


Biow Co. Names Burnside to Head New London Office 


| New York, Aug. 28—Biow Co. said today Biow Co. of London 
is being organized under the direction of George Burnside, who recent- 
ly resigned as managing director of Erwin, Wasey of England after 15 
years with that agency. Elected a Biow v.p., Mr. Burnside has re- 
turned to England to work on the formation of the London branch and 
accounts (so far unnamed) to be serviced. 


Phillips Moves from Ziff-Davis to NBC-TV 


New York, Aug. 28—Lynn Phillips Jr. has joined National Broad- 
casting Co. as an account executive in the TV network sales depart- 
ment. For the past three years he was v.p. and advertising director 
of Ziff-Davis Publishing Co. No successor at Ziff-Davis has been 
named. 


Welbilt Stove Plans Air Conditioning Line 


on a national basis will be undertaken by Welbilt Stove Co., manufac- 
| turer of gas and electric ranges. Models of a new line of basement air 
conditioners are expected to be placed on the market by April. Intro- 
ductory advertising of new products will break early next year. Milton 
Stern Co. is the agency. 


Speidel Backs Danny Thomas; Other Late News 


e Speidel Co. will sponsor Danny Thomas over ABC-TV on an alter- 
nate-week basis with American Tobacco Co. The half-hour program 
bows Sept. 29 at 9 p.m., EST. 


e James C. McDonough has been named director of television and 
| radio for MacFarland, Aveyard & Co., Chicago. He has been handling 
commercials production for Russel M. Seeds Co. and previously was 
with W. Earl Bothwell Co. 


e North Star Woolen Mill Co., New York, has shifted its account from 
| Batten, Barton, Durstine & Osborn to Ellington & Co. 


e Palm Beach Co., Cincinnati, will boost its advertising about 60% 
next year, the increase going almost entirely for newspaper space. The 
Goodall-Sanford subsidiary also is expected to go out strongly for the 
slacks and sport coat market. 


e The first publicly announced color telecast in compatible color will 
be seen over the National Broadcasting Co. network Aug. 30 from 
5-5:30 p.m., EDT. The program, a musical version of the story of St. 
George and the dragon, features Kukla, Fran & Ollie and the NBC 
Symphony Orchestra with Dave Garroway as narrator. 


e The Metropolitan Sunday Magazine Group, which adds the Syracuse 
Post-Standard and the Portland Oregonian to its basic group in Jan- 
uary, will raise its monotone rate to $32,500 and its four-color page 
to $40,500. The rates cover a total of 24 papers. 

e Robert Lamb, formerly with Ohio Boxboard Co., and Richard Jones, 
last with Texas Co., have joined the Chicago sales staff of the Dell 
Men’s Group. 

e Forbes Magazine, New York, will raise its guarantee from 115,000 to 
126,500 with its Jan. 1, 1954, issue and increase its general advertising 
rate by $100 to $1,300 a page. 


e A. L. Champigny has been named manager of advertising and sales 
promotion for the tube department of General Electric Co., Schenec- 
tady, N. Y. He was formerly manager of replacement sales for the de- 
partment. He succeeds G. A. Bradford, who becomes manager of ad- 
vertising and sales promotion of the GE radio and television depart- 
ment at Electronics Park, Syracuse, N. Y. 


work together on a pilot television campaign to increase public con- 
sciousness of advertising’s value to the national economy. This city 
will be used as a test market for TV techniques which will be subse- 
quently used on a national basis. Part of AFA’s seven-year-old cam- 
paign to promote public understanding of advertising, this marks the 
federation’s first use of TV. 


|@ On Sept. 1, Philco Corp. will uncover a “surprise” advertising and 
merchandising package for its radio and television distributors and 
| dealers to mark the company’s 25th anniversary in the radio and tele- 
| vision field. Phileo would not detail the ad package except to say it 
is a “new type” of approach in the industry. Hutchins Co. will handle 
the campaign. 


moved into his present job in 1937. 

Previously, he was a partner in 
Sweeney & Price, Boston publish- 
ers’ representative, which repre- 
sented Time and Town & Country 
in the early ’20s. 


Melville Price Dies: 
"New Yorker's’ Ad 


Manager Since ‘37 


New York, Aug. 28--E. Melville 
Price, 61, advertising manager of 
The New Yorker, dicd yesterday at 
Mt. Kisco Hospital a{‘cr a long ill- 
ness. 

Mr. Price, who be«.ies 


and served in France with an am- 
bulance unit during World War I. 


being ad- Caterpillar Promotes Powell 


vertising manage: ercall the Caterpillar Tractor Co., Peoria, 
board of directors ne magazine, 71) has promoted Burt Powell 
joined The New ker in 1926, from assistant advertising manager 


one year after it was founded. He to advertising manager. 


New York, Aug. 28—Introduction of air conditioning units next year 


e WAAM, Baltimore, and the Advertising Federation of America will | 


Born in Baltimore, he was grad-| 
uated from Yale University in 1914) 


Seattle Strike 


Reveals ANPA 
Insurance Pact 


(Continued from Page 1) 


in insurance circles here seemed to 
know anything about it. 


# One source did say that exist 
ence of the plan is no surprise tu 
the typographical unions. They 
have known about it for some time 
and have not objected, the source 
revealed. At the International 
Typographical Union headquarters 
in Indianapolis, no one could be 
reached for questioning about the 
ANPA plan. 

Likewise, a check with the 
ANPA offices in Chicago and New 
York found them unwilling to go 
into details about the plan, how 
many papers are in on it, which 
ones are not, etc. In New York, the 
ANPA commented that it first 
heard about Publisher Lindeman’s 
remarks from an AA reporter. 


® One reason given for the secrecy 
is that to reveal which papers are 
members of the plan would give 
the unions useful information on 
which papers to strike against. 
Another speculation is political. 
Reportedly, the publishers fear 
that a politician getting hold of the 
plan could make trouble for them. 
As one source put it: “The ANPA 
plan is perfectly defensible, but 
the publishers don’t want to go to 
the expense of defending it.” 
Insurance against strikes is not 
common, underwriters say. Some 
companies carry riot and civil 
commotion clauses in their general 
policies to cover damage to plant 
property that may result from 
strikes.- But insurance to cover fi- 
nancial loss resulting from a strike 
is seldom written, chiefly because 
premiums would be too high. 


® A representative of Lloyd’s of 
London said that strike insurance 
policies have been written to cover 
limited contingencies but they are 
not common. He said rates neces- 
sarily would be high and would 
depend on conditions and proba- 
bilities affecting a particular com- 
pany at a particular time. 

It might be cheaper to pay work- 
men higher wages over a year than 
to pay the premiums for a year's 
strike insurance, he said. 

The National Assn. of Manufac- 
turers told AA that strike insur- 
ance was not carried by association 
members, so far aS was known. 

At New York Typographical 
Union No. 6, a spokesman said he 
_had heard rumors that some of the 
newspapers had some sort of a 
| strike pool, but whether it was a 

formal insurance policy or a joint 
‘fund operated by a_ publishers 
| group he did not know. 


j 


VINCENT TUTCHING, formerly v.p. of 
Foote, Cone & Belding’s Canadian and 
Latin American operations, has been pro- 
moted to president of the international divi 
sion. He will direct all advertising, mer- 
chandising and public relations for the 
agency’s clients outside the U. S. FC&B 
operates through four overseas offices and 
106 associated agencies in 43 countries. 


j 
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Willett Appointed Ad Head Dan White Joins NAAN 

W. Ward Willett, formerly sales Dan White & Associates, El Paso, 
promotion manager for Plax Corp., has been elected the 32nd member 
Hartford, has been named adver- agency of the National Advertis- 
tising manager for LaPointe Elec. ing Agency Network, a 22-year- 
tronics Inc., Rockville, Conn. .old cooperative group of agencies. 


LEADERSHIP 
IN ADVERTISING, 3s in sports, often de- 


pends upon a last-minute spurt of 
quality. We are proud to contrib- 
43 . ute the final touch of photoen- 
4 graving quality to many national 


advertising champions. 


. 
a 


HUTCHINGS, INC. 
7 NOR 


Prnvricade Lintat Phatetaghaving Plant, 


Clever Cartoons and a Catchy Slogan 


(Continued from Page 3) 
like most of the fix-it-yourself ex- 
perts in the home, do not order 
merchandise by brand name. Also, 
brand names are uncommon in the 
hardware business; of the more 
than 40,000 hardware items that 
go into a home. only about 6,000 
have recognized brand names. 

Josephus Todd recommended 
that advertising utilizing the edi- 
torial technique be employed. 
However, it was not until he was 
boarding a bus one day that the 
slogan, “Everything Hinges on Ha- 
ger,” occurred to him, and formed 
the basis for an entirely new cam- 
paign. 

With a catchy slogan that was 
an adman’s dream—it tied in the 
product, its use and the name of 
the manufacturer—the cartoon 
series showing weird and humor- 
ous uses of hinges seemed to be a 
natural. The format developed in- 
to the use of a cartoon, a caption 


Todd added a trademark which 
incorporates a hinge and the slo- 
gan. 


# Although somewhat reluctant to 
foresake the type of advertising 
he had seen in trade papers for 
many years, Louis Hager bought 
the program. And with it, he de- 
cided to revamp his selling pol- 
icy. 

Prior to the advertising pro- 
gram, Hager hinges were sold 
through manufacturers’ agents, 
and the sales program was any- 


and the new slogan. To this, Mr. | 


STATISTIC 
FROM 
SIOUXLAND: 


: for the whole TV 


A $40 (1-time, Class A) minute buys 
53,114 homes (RTMA, June 1) in 33 Iowa, 
South Dakota and Nebraska counties 
with $670,313,000 in ‘52 retail sales. 


Spots make sense in Sioux City. 
See the Katz Agency 


picture. 


SIOUX CITY, IOWA 


CBS, NBC, ABC & DuMont 
A Cowles Television Station 


Have Boosted Sales of Hager Hinges 


thing but progressive. To organ- 
ize and direct a sales department, 
Mr. Hager pulled in one of his} 
few salesmen, and set him up as’ 
sales manager. 

When Mr. Hager and Sales 
Manager Charles Jones sat down! 
to decide what type of men they | 
wanted for their sales force, they | 
rejected time-honored unwritten | 
rules which demanded that hard-| 
ware salesmen be older men. Their | 
reasons were: 

1. The company had produced a| 
high quality product for 99 years, | 
and they didn’t see any need for 
sending hinge experts to sell 
hinges to other hinge experts. 

2. The advertising program was} 

institutional in nature and did not 
use hard-selling copy. 
, 3. Personable young men, able 
_to talk intelligently and mix with 
'all types of people, would have an 
advantage with young buyers tak- 
ing the place of older men. 

4. A new selling outlet, hard- 
ware consultants, offered a sales 
potential that could be developed 
through good will and low-pres- 


sure selling. | 


s With this thinking, Messrs. Ha- 
ger and Jones set up their sales 
organization. Since the company 
| was steeped in family tradition, 
|the same “family approach” was 
/carried out in sales personnel. In 
all, 11 men were put on the job; 
several of them came from the 
|company, the rest were acquaint- 
'ances of Mr. Hager, some of whom 
‘had served with him in the Navy. 

Knowing it was difficult to give 
hinge salesmen something new to 
j talk about, Mr. Jones trained his 
|youthful sales organization (av- 
| erage age today is only 34.6 years) 
‘to promote the company’s friend- 
|ship and its service. 

This message, along with the 
‘salient sales features of Hager 


|hinges for those who were not 
| familiar with them, was carried to 


} 
| hardware jobbers, and to new sales 
outlets, namely contractors, ar- 
,chitects and other hardware con- 
sultants. 
| Louis Hager backed the ad pro- 
gram enthusiastically. He took the 
trademark and had it imprinted 
/on all of the company’s stationery, 
‘calling cards, shipping cartons and 
delivery trucks, and even made 
‘die-cut stickers which he placed 
on every ground-floor window of 
the company’s offices. 
| The cartoon campaign, done by 
some of the country’s most famous 
cartoonists, was an instant suc- 
cess. As soon as the first one had 
been circulated, requests for re- 
prints poured in. They soon be- 
came so numerous that Hager de- 
cided to publish monthly reprints 
in individual two-color folders for 
mailing to dealers and individuals. 
The intense interest was grati- 


PYYTYYXYILILILI III fying, but adman Todd wanted to 
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measure the full impact of the 
new story, so he made a survey. 
“The questionnaire we sent to 
readers of four magazines pro- 
duced results from 44 states,’ he 
said. “And the results showed that 
Hager was the brand mentioned 
most among 22 brands of hinges, 


‘averaging in each case 10% high- 


er than the nearest competitive 
brand.” 


# Simultaneously, the Advertis- 
ing Research Foundation, in co- 
operation with Associated Busi- 
ness Publications, conducted a 
readership survey of American 
Builder, in which Hager cartoon 
advertisements regularly appear. 

The published figures showed 
almost the same results percent- 
age-wise as the four-publication 
survey obtained by Josephus Todd’s 
agency. Of the 295 ads in the foun- 
dation’s survey, the Hager car- 
toon placed eighth, outranking 


| “EVERYTHING HINGES ON HACER! 


+ 
| €. Hogar 0 Seen: tage tity a. « th tents tbe m 
Sore enna item: Resume 
See ee end 


many one and two-page color ads 
and b&w spreads. And against the 
other b&w ads, Hager did even 
better, placing third. 

Hager’s advertising campaign, 
started primarily to carry a sales 
message to a new “market” 
through Hardware Consultant & 
Contractor, has been expanded 
steadily until now the cartoon ads 
are seen in 11 trade publications. 

Ads will run monthly, mostly as 
full pages, in American Builder, 
American Lumberman, Architec- 
tural Forum, Building Supply 
News, Farm Equipment Retailing, 
Hardware Age, Hardware Consult- 
ant & Contractor, Hardware & 
Housewares, Hardware Retailer, 
Practical Builder and Southern 
Building Supplies. 


'|@ One of the reasons for the suc- 
\|}cess of the cartoon series is that 


regardless of who initiates the idea 


|for a cartoon—whether the car- 


toonist, a Warner & Associates 
staffer or a Hager customer—it is 
carefully screened to pass these 
six rigid rules: 

1. It must offer real entertain- 
ment in both caption and draw- 
ing. 

2. It must be a familiar or a be- 
lievable situation. 

3. It must tie up selling copy 
with the gag or picture. 

4. It must be recognized cartoon 
j art. 

5. It must adhere to normal car- 
toon size and shape. 

6. Advertising copy must be 
kept below the illustration. 
|. Among the well-known cartoon- 
jists who have drawn the ads are 
| Tom Henderson of The New York- 
er and Esquire magazine fame; 
Lichty of “Grin and Bear It’; Vir- 
gil Partch; Collier’s Foster Hum- 
freville, and Larry Reynolds. 

These cartoonists have turned 
out human interest guffaw-type 
cartoons that are providing laughs 
for hardware dealers and _ sales 
for Hager. 


® And Hager’s salesmen love it. 
They like being called the “Man 


~ 
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everything Hinges on.” The car- 
toons have been an excellent ice- 
breaker, and have given them 
something new in hinges to talk 
about; they have even used them 
on advance netice cards which 
they mail to customers a week or 
so before they call on them. 

Hager is laughing its way to 
greater sales. After six years of 
cartoons and “Everything Hinges 
on Hager,” its product now has a 
personality and an identity, and 
hardware jobbers, retailers and 
consultants are getting a chuckle 
they remember when they order 
hinges. 

The hardware people, like the 
man in the Florida cabana, are 
glad to see the Hager salesman. To 
them, it’s an opportunity to talk 
about something that is not strict- 
ly business. 


Georgia Daily Names Rep 


The Daily Times, Gainesville, 
Ga., has named Moran & Hedekin, 
New York, to represent it nation- 
ally. 


you 


choose 
SRR ARUERS ie AA: 


to pluck milady’s eyebrow? 


The tweezer of course. 
A light touch, 
a deft touch, 


is what is needed. 


Here at Poole Bros. 

we treat ad copy 

with all the deference 
due milady’s eyebrow... 
know that the difference 
between dash and hash 

is sometimes little more 
than the proverbial hair. 


Our craftsmanship 


in composition 


means lower final costs 


because of fewer revisions. 


You save time, too. 


So for ad composition 
call W Abash 2-6800. 
Agency Ad Composition .. . 


Two bosic fundamental of ali modem 

aan ore 
(1) Senderds of mecsurement ond (2) 
Devices to apply those stendords 


"7 


Without them. interchoageability covid not be ocmernd 
Without tham, te production line wovtd be umposubie 
Withow them, weoble repiccement parts couldA? be mode. 


wr 
COD erecta, shinee tet eat inn 
advanced beyond mare speculctaan, and 
engncering would be unknown 
Standards of meassement ore mode by 
few, and tend to be sat, Measuring de- 


lege of octwe portic pation in the pi cgress 
of precision which hos brought the United 
* atates to ovistanding leadersdnp in this feid. 
’ industry tives by the inch. 


Gage Division, The Sholtteld Corporetion Dayton 1, Chie, USA. 


Push Drive for Sky Watchers 


‘Cartagemen’ to Bow 


American Cartagemen will bow 
in September. It will be published 
by Harold Reuschle, publisher of 
Trucking News, in Detroit. It will 
start with a guaranteed circulation 


of 17,000 among local cartagemen. 
Rates begin at $325 for a b&w page 
one time. It also will be the offi- 
cial publication of the Loca! Cart- 
age National Conference, Wash- 
ington. 


A new public service advertis- 
ing kit has been sent to newspa- 
pers by the Advertising Council in 
an effort to increase the drive for 


| volunteer sky watchers. The ex- 
panded drive will hit its peak in 


September’ with 
in 

street cars, buses, subways and 

commuter trains. Radio and TV) 


| networks, stations and advertisers | 


OPENER —This is the first of a series of two- | 


| color ads Sheffield Corp., Dayton, will run 
| in Business Week to point to its achieve- 


ments in industrial precision measurement. 
Witte & Burden, Detroit, is the agency. 


Poster, Sign, Neon 
Companies Organize 
West Coast Group 


Lone Beacu, Cat., Aug. 25—For- 
mation of the Pacific Coast Out- 
joor Advertising Council here by 
representatives of 


commercial | 


signs, neon, electric and outdoor | 


advertising companies 
nounced here yesterday. 

While the membership is now 
drawn from companies in the area 
from San Diego through Los An- 
geles to Santa Barbara, expansion 
of activities to include all the coast 
states is contemplated when the 
present group feels it is firmly es- 
tablished. 

Jack E. Seabern, United Outdoor, 
Lang Beach, was elected chairman 
of the organization; Roy Carter, 
Carter & Son, El Monte, Cal., is 
treasurer, and John Tappe, United 
Outdoor, Long Beach, is secretary. 
Heading up committees are: leg- 


Was an- 


islative, John Matthews, Foster & | 
publicity, | 


Kleiser, Los Angeles; 
Arthur W. Goff, Pacific Outdoor, 
Los Angeles; educational, David 
H. Larson, Foster & Kleiser, Long 
Beach, and policing, Charles Like, 
Like Inc., Glendale. 


@ Objectives of the organization 
were announced as: 

1. To become better informed on 
problems facing the industry, and 
formulate policies and take action 
to resolve them. 

2. Develop and distribute pub- 
licity and information on the out- 
door advertising industry. 

3. Prepare an educational pro. 
gram, part of which will be to as- 
sist in teaching outdoor advertis- 
ing, especially in schools. 

4. Self-policing in order to pre- 


'vent activities detrimental to the 


best interest of the community. 
Headquarters will be at 5350 At- 
lantic Ave., Long Beach. 


'Rehbock Joins Julian Gross 


Y] 
Wyp, 


Poole Bros. Inc. 


Sig Rehbock, previously director 
of advertising and sales promotion 
for Veni-Plex Corp., New York 
and Rockville, Conn., has been 
named a v.p., member of the ex- 
ecutive board and manager of op- 
erations for Julian Gross Adver- 
tising Agency, Hartford, Conn. 


Jasco Appoints Giovanetti 


Felix Giovanetti, formerly with 
an advertising agency, has been 
named director of advertising of 
Jasco Aluminum Products Corp., 


‘New Hyde Park, N. Y. 


will also support the drive. 


Niagara Appoints Billes 


Dick Billes, formerly advertis- 


|ing manager of Spot, has joined 


the sales and merchandising staff 
of Niagara Lithograph Co., New | 
York. | 


Gets Ice Show Account 


Smithson, Wyman & Withen- 
bury, Cincinnati, has been named 
to handle advertising for Shipstad’s 
& Johnson’s Ice Follies of 1954. 
Local and regional advertising me- 
dia will be used for the show’s 
tour, which starts from Los An- 
geles in September. 


Blackburn Leaves Geyer 


Norman Blackburn has resigned 
as v.p. and director of radio and 
television for Geyer Advertising, 
New York. He expects to concen- 
trate on the creative and produc- 
tion phases of television and will 
announce his future plans follow- 
ing a brief vacation. 
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The Fact Is, 
They 
EVERY 


Advertising Age! 


Boys, 
Read 
PAGE 

of 


“—~Sa Me 


Ever alert to the unusual, The New Yorker has a little innocent 
merriment with Advertising Age on page 47 of its August 15 
issue (see the reproduced clipping on this page). 


We don’t mind. In fact, we like it. Because, even though 
The New Yorker didn’t bother to point it out, there’s a moral here. 


The fact is that the top paragraph, quoted from page 62 of 
AA’s June 8 issue, is part of Clyde Bedell’s wonderful weekly 
feature on retail advertising. ) 


The other paragraph, quoted from page 57 of the same issue, is lifted 
from a verbatim report of a speech given to the American Association 
of Advertising Agencies by famed copywriter Walter O’Meara. 


And the moral is, of course, that AA doesn’t “hue to any line,” but 
presents all kinds of viewpoints, by topnotch thinkers, who do not 
necessarily agree with each other all the time, or even some of thetime. 


These items were both in AA’s short, snappy, provocative Feature 
Section. If The New Yorker wanted to scan the news pages which 
make up the bulk of the book, it would find innumerable examples 

of people disagreeing about advertising and marketing matters. 


Advertising Age presents the news, which automatically adds up 
to conflict in many instances. And it presents signed viewpoints, 
too, which don’t necessarily add up to sweetness and light. 


But they do add up to an alert, eager, responsive audience— 
the biggest and most responsive ever gathered together 
in the advertising and marketing field. 


Today, more so than ever before, it’s © for A c tion 
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What makes a newspaper great? 


Let me cawl you sweeeet-heat! 


J’m in luvv with youuuuuuul °° 


In quavering soprano, booming 
baritone and slate-pencil treble the 
melody drifts out on the soft night 
air. Under the hot white light of the 
bandstand, perspiring musicians sway 
to the familiar rhythm of the old 
waltz... 


Let me hear you whis-purrt" 


That you luvuy me toooo00.:* 


Minneapolis is singing again, as 
she’s sung every summer for 33 years. 
Sprawled in shirtsleeves on the cool 
grass or resting on benches under the 
stars, 10,000 good neighbors chorus 


the old songs at Powderhorn Park 
while the band plays on... and the 
kids lap at ice cream cones... and 
everybody has a wonderful time. 


Tomorrow night it’ll be Windom 
Park’s turn to sing... and Loring’s 
the next night, with thousands more 
of the Upper Midwest’s singing-est 
citizens coming to “‘all join in’”’ at this 
traditional and beloved summer pas- 
time, the 8-week series of band con- 
certs and community sings jointly 
sponsored since 1920 by the Minne- 
apolis Park Board, the Minneapolis 
Musicians’ Association and the Min- 
neapolis Star and Tribune, 


There’ll be song sheets and pro- 
grams thoughtfully provided by these 
friendly newspapers. And there’ll be 
handsome trophies, too, awarded twice 
this year as usual by the Minneapolis 
Star and Tribune to park communi- 
ties that score highest during the sea- 


he , i 
Be tive don) ole aad Mca Pee 


* BP a o fal 
band Concerts & Kone 


son in audience enthusiasm, attend- 
ance and conduct. 


And when the last note of the last 
song of summer fades away, there'll 
be some 100,000 happy singers who 
will agree... there never was better 
fun than an old-fashioned community 
sing...and there never were better 
people to live and work and sing with 

. and there never were better neigh- 
bors than these two newspapers that 
work hard to contribute to the spirit 
and unity, pleasure and progress of a 
great region and its people. 


Minneapolis 
Star ard Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, Presiden 
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